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Reproduced by kind permission of The Hercules ENGLANL ENGLAND 


Cycle & Motor Co. Lid. and Reid Walker el “i o 
Advertising Ltd. es 


Hercules pioneered the use of colour advertising in the bicycle industry—and full colour in 
Odhams colourgravure periodicals now plays a major part in their campaigns. Give your 
product the same advantages—that extra impact, long memorability and domination of the 
tremendous market covered by these three No. 1 magazines. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LIMITED, 96-98, LONG ACRE, LONDON, W.C.2 
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F. JOHN ROE LIMITED 
Incorporated Practitioners in Advertising 
ROE OUTDOOR ADVERTISING 
LIMITED 


Decline of the 
copywriter 


Sin.—-For one feason- or 
another, standards of copywriting 
nowadays seem to have touched 
bottom. One of the reasons may 
well be the ascendancy of the 
visualiser and ideas man; another 
may be the lamentable decline in 
educational standards all round. 
Perhaps, indeed, we are suflering 
from over-specialisation and a 
resulting absence of general 
creative ability and initiative. 

Copywriting is a_ perfectly 
decent occupation, in which real 
success demands hard work as 
well as occasional “inspiration.” 
One slogan does not Make a copy- 
writer; nor does long study of 
our language necessarily produce 
creative capacity. To-day, how- 
ever, all too frequently we appear 
to have a divorce between skill in 
appeal and competence in the 
writing of English. 

Copywriters should recognise 
an occupational disease, brought 
on by the continual effort to be 
bright and different. We all 
know those lumps of juicy 
“prose,” faked to resemble the 
genuine article, interlarded with 
groups of dots and dashes, which 
masquerade as copy in all too 
many advertisements. The 
women's market seems to draw 
out the worst examples; but 
“prestige” advertising carries its 
share of responsibility. 

May | put in a plea for higher 
standards of English composition, 
including punctuation? May I 
urge copywriters to resist the lure 
of squiggles in the rough stage 
which become meaningless dots 
or dashes linking words with pic- 
tures? 

May | further plead for 
restraint in the use of typographi- 
cal luxuries, especially _ italics, 
which can so easily become 
crutches for a lame bit of prose 
or pseudo-poetry? 

May I risk a chorus of dissent 


To The Editor... 


by asserting that good copy of 
any description, written for any 
purpose, will do its job better if 
it does not violate reasonable 
standards of style. grammar and 
taste? Functional English—a 
hateful phrase, but one has to 
use it—can and should be good 
English. Let us see the copy- 
writer on top of his job once 
more, insisting on standards 
which should be observed 
throughout the creation of a 
g00d advertisement, not merely 
writing sO many words to fit the 
space left to him by others. 


GRAHAM CHERRY. 
Eagle House, 
Jermyn Street, S.W.1. 


Local supplements 


for Coronation 


Sir,—lIs there any firm offering 
to local weeklies in selected ter- 
ritories a Coronation Supplement 
such as was available in 1937? 
_The Supplement, I recall, con- 
sisted of eight pages. Four pages 
of litho or photogravure pictures 
illustrating stages in the life of 
members of the Royal Family 
were supplied to the weeklies who 
then filled up the other four 
pages, which had been left blank 
with pictures of Royal visits to 
their own particular areas; arti- 
cles relating to the Coronation; 
and, of course, with local adver- 
tisements. 

Is there any publishing firm 
putting out this kind of thing? 
1 imagine there will be quite a 
demand for such a supplement 
but so far I have not seen any 
advertised offers, 


WEEKLY Paper Epiror. 
(Name and address supplied). 


Nothing Fowler? 


Sik,—1 have just obtained a 
copy of the Examiners’ Reports 
for the 1952 Advertising Associa- 
tion examinations. 

In this report appears a giorious 
example of how human the (sup- 
posed) remote examiner can be. 
1 quote, without further com- 
ment: 

“Many failures were caused 
by lack of knowledge of the 
subject as a whole and by an 
inability to express themselves 
clearly in grammatical 


English.” 
P. W. Lipman. 
72 Quickett Street, E.3. 


Reverse angle shots 
and television 

: (January 
22) asked why | should contend 
in my article on writing commer- 
“to write 
i 4 > § unneces- 

They are not possible in COMPLETE NATIONAL SERVICE 
and should not be LONDON MANCHESTER 
shown on 73 Grosvenor St., W.1. 20 St. Ann’s Square 


The reason is that when you 
are making films for commercial 
television, and that means through 
advertising agency 
strictest of budgets, you must cut 
costs in order to save the spon- 
. The reverse angle is 
so much money wasted, 
I explained, in my article, 
ys the only thing the sponsor is 
interested in is his message. That 

f reverse 
angles merely cost him more than 
is necessary to spread his mes- 


the 


on tele- 


Grosvenor 8228 Blackfriars 9786 


jewellery, but in other cases it 
could be a positive drawback. 
We have just concluded a large 
and successful _circularisation 
campaign for a well-known firm 
marketing office equipment. The 
client provided us with a brief, 
factual sales message stressing the 
cutting down of administrative 
costs: we did our part by ensur- 
ing that duplicates were elimin- 
ated, and that the envelopes were 


with Mr excellently typed and displayed 
Munden when he says that the 


and correct by the standards of 
Post Office requirements and the 


IN THIS ISSUE— 


“Finding the Joneses that people client that the circulars should go 
keep up with’—page 154. 
NEXT WEER’S issue will include 
the second “Advertiser's Weekly” to commercial firms, who them- 
market survery of Britain’s Big ‘¢lves would not dream of send- 

Seven Markets. 


best commercial practice. But 
we most certainly did not feel 
called upon to suggest to the 


out in anything but low-priced 
manilla envelopes. Why?  Be- 
cause the circulars were directed 


ing out circulars in any other type 
of envelope and who, if they 


tinuity and once 
continued to its end with no op- 


Envelopes and 


received a circular in an “attrac- 


direction tive” envelope, would regard it 
and ‘production for TW are those With the deepest suspicion and 
I wrote that the tech- doubtless conclude that our 
niques and trainings should be Clients would do well to practise 
film and the economy they preach. 

The theatre, because DoRotHy GRass. 
live television is a matter of con- Courier Business Service, 

started must be London, W.C.1. 


because it is a matter of cameras 


ita? 
and screens and editing; and radio commodity: 


medium which is to be viewed by ment” (January 22) you state: 


the film, Is space a 
is a Sik,—Under the heading “Com- 
their sitting “He (the advertiser) will regard 
. as in the other = space as a commodity”; but is it? 


mediums, in company with hun- Without advancing any argu- 
dreds of others. 


ment at the moment it would be 


Neat ARDEN. interesting to learn the views of 


experienced readers —including 
representatives of the owners of 
newspaper space and _ perhaps 
your legal correspondent — if, 
when newspaper space is sold, it 


-Not many sales managers, can be classified primarily as 


D. goods or is it a service? 


Crowther in his contention (A.W.., Perhaps a decision by some 
January 22) that circulars neces- high authority could be quoted on 
sarily misfire by reason of “nasty” this point. 

Naturally an attrac- A. E. WARREN. 
tive envelope is essential in ad- 2 Nathan Street, 


or Br manned 


ORFOLK STUDIO: 


9 GOUGH SQUARE, LONDON, E.C.4. Tel: CENTRAL 3172 
% The home of IDEAS for nearly half a Century 
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of different people who have the 


he number 
p to see a displayed poster 


opportunity 


NOW COMES THE FULL REPORT! 


The detailed and technical analysis of the research summarised in the 
above leaflet is now available to all advertisers and advertising agents 


who are interested in media research. Send for your copy NOW to 


OUTDOOR PUBLICITY LIMITED 


_ «27 OLD BURLINGTON STREET W.1 = TELEPHONE: REGENT 428600 
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Would you like to see a good 
advertising agency at work 2 
Any advertiser is very welcome at 


o¢ Park St; ring Mayfatr 9255 


and ask for the Managing Director | 
| 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON WI 
Among our clients: ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 
LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX AND CREDA 
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*‘REVEILLE’S’ LEAP 


‘WOMAN’S OWN’ TOPS 2 MILLION 


Circulations trend still upward 


‘WOMAN’ ALREADY 
BEATS LATEST 
A.B.C. ADVANCE 


Reveille’s circulation has 
gone up by 210,000 in six 
months. Woman’s Own is 
now selling more than two 
million copies weekly, states 
Stuart Mander, advertisement 
director, George Newnes Ltd. 

Reveille’s figure of 3,263,593 for 
the last half of 1952 compares 
with 3,052,912 for the first half. 

The net weekly average sale of 
Woman's Own for the July- 
December period was 1,953,987. 
Mr. Mander states that national 
advertisers spent 34 per cent more 
with this magazine in 1952 than 
in 1951, and that during last year 
it carried a record number of 
advertisement pages. 

Harris Kamlish, advertisement 
director of Odhams Press, states 
that current sales of W’oman are 
substantially in excess cf the 
latest A.B.C. figure of 2,370,865, 
and that the space booked for the 
current January-March quarter 
—2214 pages—is a record except 
for 1939 when 2414 pages were 
booked. 


Hulton figures 


Hulton Press announce the 
following figures for the July- 
December period: Picture Post at 
4d. (August 23 - December), 
1,059,011 (an increase of 123,182); 
July-December (including 7 weeks 
at 6d.), 996,746. Housewife, 
203,825 (compared with 203,335 
for the previous six months). 
Lilliput, 200,771 (an increase of 
22,470). For the following publi- 
cations, state Hultons, sales 
remain well in excess of these 
audited guaranteed figures: Eagle, 
750,000; Girl, 500,000; Farmers’ 
Weekly, 125,000. 

Scarborough & District News- 
papers figures for the whole of 
1952 are: Scarborough Mercury, 
20.583 (20,378 in 1951). 

Scarborough Evening News, 
14,010 (14,019 in 1951), and 
Bridlington Free Press, 10,023 
(9.958 in 1951). 


| 


CROSS rent cd OF AUDITED FIGURES 


Publication July-Dec. 1952 | Jan.-June 1952 
Daily Mail : 2,176,748 2,172,250 
Daily Herald 1,923.244 1,920,360 
Evening News > | 0478865 1,534,828 
People “ oe o* | §,081,771 4,983,525 
Sunday Dispate Mss 2,705,800 2,664,309 
Woman | 2,370,865 2,226,725 
Nlustrated . 1,089,351 1,129,423 
John Bull 1,029,069 1,000 898 
Picturegoer és 487,444 493,364 
Mickey Mouse Weekly sk §23,497 559,55) 
Melody Maker = 73,817 72,532 
Hairdressers’ Journal 29,814 29,484 
Poultry Farmer 29,708 - 30,477 
Horse and Hound 40,767 R | 38,743 
Kine Weekly §,927 5,944 
Everywoman 322,440 316,078 
Ideal Home 123,268 118,429 
Mother ~s 77,418 77,257 
Electrical & Radio Trading 9,110 9,278 
Sporting Life 67,373 65,010 
Cambridge Times’ group 64,246 64,169 
Limerick Leader .. ; 22,711 ae 21,654 
Business 12,693 «a | Bee 


‘Daily Mirror’ starts big drive 
for sales in South Wales 


The Daily Mirror has launched 
an intensive circulation drive in 
South Wales with what is 
believed to be the most extensive 
advertising campaign ever to be 
concentrated on the area from 
Swansea to Cardiff. 

Posters form the spearhead of 
the campaign. They are appear- 
ing in all the large towns, on 


Home 
Notes 


main roads and at ratlway 
stations. In Swansea alone 200 
16-sheet posters are being used in 
addition to heavy advertising on 
the town’s buses. 

To support the posters half- 
pages have been taken in most 
of the local newspapers. 

The agents are the Partington 
Advertising Co., Ltd 


Floods 
threat to 
newsprint 


ihe newsprint situation may be 
seriously affected by the flood 
disaster. 

Newsprint Supply Company 
stocks are believed to have 
suffered severely, though the 
extent of the damage cannct 
yet be estimated. A number 
of important mills located in 
the flood areas have also 
undergone extensive damage to 
stocks and equipment. 

A meeting of the Newsprint 
Rationing Committee will be 
held this (Thursday) afternoon 
and a statement will be issued 
as soon as possible. 

F. P. Bishop, M.P., general man- 
ager, Newsprint Supply Com- 
pany, stated that distribution 
arrangements are believed to 
be adequate to take care of 
current requirements. 

“Though losses may be severe, 
we have every hope thai the 
current level of consumption 
can be maintained,” he said. 

Stanley Bell, a director of 
Bowaters, said that while his 
firm’s mills at Sittingbourne 
and Kemsley were too far in- 
land to be affected, the dock 
at Ridham through which sup- 
lies were brought was flooded 
and the main wall broken, with 
the result that stocks of coal, 


@ Continued in Stop Press 


of the women's 


market 


results 
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FRIENDSHIP 
keeps HOME NOTES 


nearest to the heart 


Exceptional 
reader-loyalty pulls 
which show 


real advertising profit. 
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Advertising has made Sheffield’s 


fame world-wide 


A plea that friendly relations with branches of the Incor- 
porated Sales Managers’ Association should be cultivated was 
made by F. W. P. Corbould, president of the Incorporated 
AGvertiaing Managers’ Association, at Sheffield last week. 


“There is no executive with 
whom the advertising manager 
works more closely than with the 
sales manager,” he said, at the 
first annual dinner of Sheffield 
branch of the LA.M.A. 

“I feel rather diffident in talk- 
ing to you people about advertis- 
ing,” he said. “Sheffield through 
the centuries has been doing one 
of the most spectacular advertis- 
ing jobs on record. ‘There is no 
part of the world where your 
city’s name is not known. And 
more than that your products are 
known, admired and coveted 
“Made in Sheffield” is a guarantee 
of quality and Shefhield is every- 
where associated with steel at its 
best. This isn’t a lucky chance. 
It is the result of a fantastically 
long advertising campaign based 
on the best of all foundations 
a consistently high quality of 
goods. 


Co-operative cutlers 


“IT see from the advertising 
trade press that a group of 
Sheffield cutlers are at present 
planning a co-operative advertis- 
ing campaign. This would seem 
to be a sound approach because 
although I am sure there is keen 
competition among — individual 
companies all can benefit by the 
promotion of goods made in 
Shetlield.” 

“I feel that the advertising 
manager and the public relations 
officer are almost one and the 
same person doing one and the 
same job,” declared L. H. 
Hardern, national chairman of 
the Association, He said that as a 
P.R.O. he had wondered at first 
whether he would be out of his 
element in the LA.M.A., but 
had found the work of the adver- 
tising manager and the P.R.O. in 
many cases almost the same. 

Accepted definition 

If there were any organisation 
where the advertising manager 
did not take an interest in good 
public relations he would not be 
taking a full interest in his job as 
advertising manager. 

“The accepted definition of 
public relations is a deliberate 
planned sustained effort to main- 
tain mutual understanding  be- 
tween the organisation and its 
public,” said Mr. Hardern. 

“Is not that what the advertis- 
ing manager is thinking of?” 

Coming to more marginal 
things, he found it hard to believe 
that the advertising manager was 
not as interested as the P.R.O. in 
bringing selected groups of people 
to the works to see what was 
going on, 


Come to the fair 
(for tips on stands) 


At a meeting of the Incorpor- 
ated Advertising Managers’ Asso- 
ciation held at the Waldorf Hotel, 
London, Ronald Dickens and 
Richard Levin, both of whom 
have had considerable experience 
in exhibition stand design, spoke 
on the advantages, and the prob- 
lems, of modern exhibition stands. 

Mr. Dickens illustrated how, 
with technical exhibitions, it was 
necessary for the designer to be a 
reasonably competent technician 
himself. It was also necessary for 
him to bear in mind the type of 
audience that would be attracted 
to the exhibition, and present the 
stand accordingly. 

Mr. Levin spoke on the appeal 
of modern” exhibitions and 
stressed that the exhibition stand 
had to appeal to the public’s oral 
and visual] senses, as well as their 
sense of smell; in fact, even to- 
day, he thought that one’ could 
not do better than to study the 
successful methods used at fair 
grounds to attract attention. 


‘Wool publicity 
is worth it’ 
“Wool publicity must continue 


as an ever-increasing cost, and I 
am absolutely certain jt will be 
worth it,” said H. Stansfield 
Haigh, after his eleciion as the 
new president of the British Wool 
Federation. 


Tie-up between 
trade and 
national press 


The Domestic Equipment 
Trader, in its February issue, has 
a 24-page, two-colour feature 
which strikes a new note in mer- 
chandising. It is a tie-up between 
national! and trade press advertis- 
ing and consists of announce- 
ments to the trade of household 
equipment which will appear in 
the “Modern Kitchen” feature of 
Picture Post, to be published on 
February 25. 

Widely used in America, where 
it has been found most successful, 
this method of merchandising 
gives dealers advance warning of 
products for which they may 
shortly expect an increased de- 
mand. They are thus enabled to 


The L1.P.A. are holding a 
Coronation Ball at their offices, 44, 
Belgrave Square, on Thursday, June 
4. This is the first time a social 
event of this kind has been held 
by the Institute on its own premises. 


lay-in stocks and give the right 
displays at the right time—thus 
enhancing the value of the 
national publicity, which follows 
the trade announcements. 

The February issue of the 
Domestic Equipment Trader has 
104 pages and cover and is the 
largest yet published. 


North London 
> * ¢« . 
Exhibition again 

First post-war North, London 
Exhibition will be held at Alex- 
andra Palace, April 15-25. Houses 
and housing equipment, furniture, 
fashions, tmlet and beauty prepa- 
rations will be among the 
exhibits. First established in 1926, 

it was abandoned in 1939. 


THEATRE PUBLICITY WERE HOSTS 


4 number of leading advertising agents were guests of the J. Arthur Rank 


Organisation at a Savoy cocktail party on Monday, 
appointed managing director of Theatre 


recently 


to meet S. S. Wheeler, 
Publicity Ltd. Other 


representatives of the J. Arthur Rank Organisation present included John 


Davis, 
joint assistant managing 
Theatre Publicity. 
Norman Sutherland (C. J. Lytle), 
S. S. Wheeler, 

borough (C. 


directors, 


managing director, and Kenneth Hargreaves and Kenneth Winckles, 
both of whom are 
Pictured above are (left to right): 


also directors of 
C. L. Hallas (Lintas), 


Gordon Boggon (Mather & Crowther), 
A. P. Mitchell Innes (J. Walter Thompson), Hugh Thorn- 
F. Higham), and Fraser Garioch (Winter Thomas). 
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LOUD-SPEAKER 
CASE FAILS 
When two men were sum- 

d in Dublin for using a 
loud-speaker mounted on a 
motor car for the purposes of 
advertising the summonses 
were dismissed on the ground 
that the loud-speaker was not 
making the noise, it was 
merely amplifying noises 
already made. 

The case had been brought 
under the Dublin Police Act 
of 1842, 

It is considered in Dublin 
that there will be further pres- 
sure for amendment of the 
law to prohibit the use of 
loud-speakers for advertising 
$ purposes. 


60 publications 
started in 1952 


About60 new publications were 
started last year according to the 
1953 edition of the Fleer Street 
Annual, which also observes that 
“not for 13 years has it been 
possible to start a normal-sized 
newspaper, as distinct from a 
periodical, with no limit of sale. 

Recalling that it is just over 
100 years ago that the advertise- 
ment tax was abolished, the 
Annual observes: “The abolition 
of the irritating Is. 6d. (formerly 
3s. 6d.) tax on advertisements 
stimulated the flow of revenue 
from advertising and _ helped 
struggling journals to gain the 
independence from official help 
which appears to have been com- 
plete by mid-century. 

“From time to time in recent 
years there have been suggestions 
from some quarters that adver- 
tisements should be taxed, put 
forward by people who are 
inimical to the press and who 
realise that its freedom rests upon 
the economic independence made 
possible by large revenues from 
advertising; but fortunately such 
proposals have not gained any 
appreciable support.” 


Diploma Society’s 
provincial branches 


At an informal dinner of the 
Society of Diploma Members of 
the Advertising Association, A. D. 
Davis, the Society's chairman, 
told of his visits to Birmingham 
and Manchester in connection 
with the formation of two new 
provincial branches, It had been 
agreed to set up a Midlands 
branch centred on Birmingham 
and R. M. Davies, managing 
director of Stirling Advertising 
Ltd. was appojnted chairman. He 
will appoint his own committee. 
Mr. Davies is also chairman of 
the education committee of Birm- 
ingham Publicity Association. 

At Manchester the suggestion 
that a North Western branch 
should be formed was enthusi- 
astically received and a committee 
was elected consisting of W. Har- 
rop (chairman), R. C. Thompson 
(hon. secretary), and H. A. Kirk- 
patrick (hon. treasurer), 
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1,500 ENTRIES IN POSTER CONTEST 


Half are from 
amateurs 


Entries for the British and 
London Poster Advertising Asso- 
ciations’ poster competition have 
come from as far afield as New 
York, Jerusalem,  Jugoslavia, 
Barcelona, India, Johannesburg 
and Brazil. 

In all 1,500 entries were re- 
ceived, split fairly evenly between 
the amateur and professional 
sections. 

Most of the entries from over- 
seas have come from France, 
Germany and the Scandinavian 
countries although a fair number 
have been received from the 
United States. 

Owing to the terrific response 
to the competition the prelimi- 
nary judging had to be held at 
St. Pancras town hall on Tuesday 
when the posters filled the vast 
assembly rooms. Final selections 
will take place at the offices of 
Willing’s Press Service Ltd. on 
Monday morning. 

The judges are C. B. Wrey, 
chairman of the Incorporated 
Society of British Advertisers; 
F. H. K. Henrion, designer; 
Ashley Havinden, of W. S. Craw- 
ford Ltd.; Ernest H. Ford, of the 
Town Planning Institute; Ronald 
Browne, of T. B. Browne Ltd.; 
and George Mills, of Mills & 
Rockleys Ltd. 


‘Free publicity 
for big stores’ 


The National Union of Small 
Shopkeepers (11,000 strong) is to 
protest to London Transport, and 
the Ministry of Transport about 
bus conductors who identify stops 
by calling out the names of big 
multiple stores, instead of giving 
the proper location. 

The union says that it has 
received complaints from mem- 
bers and that the evidence indi 
cated that the practice of calling 
out the names of large stores was 
growing. 

T. Lynch, the president, said: 
“We are asking the authorities 
to insist that conductors call out 
stops by their proper names. 
Thousands of pounds’ worth of 
free publicity is being given to big 
stores every year by conductors, 
but none of them ever calls out 
the name of a small shop.” 


2 men, 3 days 
—one minute 


A one-minute cartoon for a 
TV programme last week took 
two artists three days to produce. 
The cartoon—illustrating the flow 
of cars along the conveyor belt 

appeared in a programme deal- 
ing with the Austin factory. 

Bernard Coaling, art director 
of S. D. Toon'’s Copt Health 
(Knowle) Studio, and an associate 
were jointly responsible for the 
cartoon. 


Setting out on the task of judging 1,500 posters are the judges with the 


presidents of the two organisations that organised the competition 


From 


left to right are C. B. Wrey, A. E. Aylward, president of the British 

Poster Advertising Association, Norman Gardner, president of the London 

Poster Advertising Association, Ronald Browne, Ernest H. Ford, and 
F. H. K. Henrion. 


Space records rocked on 


petrol’s ‘golden Sunday’ 


Advertising for the return of 
branded petrols reached its peak 
on Sunday with possibly the most 
concentrated force of press adver- 
tising ever seen in this country. 
Several newspapers broke space 
records—the Sunday Dispatch had 
four half-pages for the first time 
ever, and the Observer had a 
post-war record with their four 
half-pages. 

Heaviest advertising was for 
Shell, closely followed by Nat- 
ional Benzole, Esso and B.P. 

Schedules included these plac- 
ings: Shell: half-nages in the 
Observer, Sunday Chronicle. Sun- 
day Dispatch, Sunday Express, 
Empire News and Sunday Gra- 
phic, 11-in. triples in the People, 
Reynolds News, 54-in. d/c, News 
of the World, and §-in. d/c, Sun- 
day Pictorial. 

National Benzole: Half-pages 
in the Observer, Sunday Chron- 
icle. Reynolds News, Sunday 
Dispatch, Empire News and 
Sunday Graphic, 11-in. triples in 
the Sunday Times and People, 
6-in. d/c, Sunday Express, 54-in. 
d/c, News of the World, and 5-in. 
d/c. Sunday Pictorial. 

Esso: Half-pages in the Obser- 
ver, Reynolds News, Sunday Dis- 
patch, 15-in. x six col., Empire 
News, 15 x 54 col., Sunday 
Chronicle, 11-in. triples in the 
People, Sunday Express. and 
10-in. x four col., Sunday 
Graphic. 

B.P.: Half-pages in The Obser- 
ver, Sunday Chronicle and Sun- 
day Dispatch, 10-in. x four cols.. 
Sunday Graphic, 11-in. triples, 
Sunday Times, 54-in. d/c., News 
of the World, and S-in. d/c, 
Sunday Pictorial. 

Regent: I1-in. d/c’s, in Sunday 
Chronicle. Sunday Express and 
Empire News, 8-in. d/c’s in The 
Observer, the People, Reynolds 


News, Sunday Dispatch, and 
Sunday Graphic, and §}-in. d/e, 
News of the World. 

Fina: 8-in. d/c in the Sunday 
Times. 

Power: 
Chronicle. 

Tail-piece: The Sunday Gra- 
phic’s front page picture was of 
a “double-headed” girl, reminis- 
cent of the Shell ad. “That gave 
Me quite a start,” ran the legend. 
The caption reads: “She's the 
girl with that two-way February 
Ist look. It’s good-bye to Pool 
—and hello to branded.” 


4-in. in the Sunday 


Nine out of ten buy 


premier grade 


Nine out of every ten motorists 
who visited filling stations on 
Sunday bought premier grade 
petrol, it was revealed in a 
nation-wide survey by Shell-Mex 
and B.P. Ltd 

Sales were particularly heavy 
in London, At several large gar- 
ages on main roads leading out 
of Town there were often qucues 
of motorists. 

Most garages reported brisker 
business than usual! and one in 
Birmingham had sold out by mid- 
day. 


ADVERTISER'S WEEKLY 


London made TV 
shows score in 
America 


Brian MacCabe, managing dir- 
ector of Foote, Cone & Belding, 
Ltd., London, has returned from 
a three-weeks’ visit to America. 

He told ADVERTISER'S WEEKLY 
that he had received confirmation 
in New York that the Rheingold- 
Fairbanks commercial TV pro- 
ductions, organised and carried 
out here by FCB London, cost 
about one-third what a similar 
project would have cost in the 
States. 

“The premitre got very good 
reviews and an exceptionally high 
rating for a new series. This 
could develop into a very profit- 
able source of dollar earning for 
Britain,” he said. 


Playbacks sell 


radio time 


Portable equipment that plays 
recordings of sponsored radio 
shows is being used to sell radio 
advertising to national adver- 
tisers. This method has been 
adopted by Hector Ross Radio 
Productions, many of whose 
shows appear on Radio Luxem- 
bourg. They play back competi- 
tors’ programmes as well as their 
own. 

Hector Ross's latest show on 
Radio Luxembourg is for 
Marshall Ward, the Midlands 
mail order firm. A series of 15 
minute programmes for 13 weeks, 
it stars Peter Cavanagh. 


‘Universe’ changes 
hands 


the Roman 


The Universe, 
Catholic weekly, has been 
acquired by Burns, Oates and 
Washbourne, the Catholic pub- 
lishing firm, from the executors 
of Sir Martin Melvin, the Birm- 
ingham merchant, who died last 
year. Price paid is not disclosed. 

F. Burns, chairman of Burns, 
Oates and Washbourne, claims 
the circulation of The Universe 
is 230,000. There will be no 
change of policy, title or staff. 
Deputy chairman of the board 
of Burns, Oates and Washbourne 
is Douglas Woodruff, editor of 
wie Tablet, the Catholic periodi- 


COMPOSITE PAGES ON ROAD TESTS 


One of the newspapers to run 
a comprehensive feature dealing 
with the return of branded petrol 
was the Isle of Ely and Wishech 
Advertiser. 

The feature occupied a double 
page spread on Wednesday, Janu- 
ary 28. and demand for advertis- 
ing space extended it to three 
pages for Saturday There were 
half-pages from Shell and B.P. 
Super. 

The features were arranged and 


presented by R. D. Beacham, East 
Midland Allied Press publicity 
officer. Two cars and a motor- 
cycle were road tested with the 
new fuels, and the copy presented 
included test data for each 
vehicle and a general story on the 
return of the premium grades 

Twenty-eight garages and 
dealers. and other local businesses 
took space. 

The Peterborough Citizen and 
Advertiser ran a similar feature. 
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ADVERTISER’S WEEKLY 


Club News 


Southampton 
Civic role is 
increasing 


Southampton Publicity Club is 
being called upon more and more 
by the civic authorities, it was re 
ported at the club's annual meeting 

In his report, A. B. Burnett (hon 
secretary) commented: “This en- 
courages us to believe that as the 
club grows older, so its importance 
in the town increases.” 

The Club had been invited to 
form the publicity sub-committee 
for Southampton's Coronation cele- 
brations, and work was well in hand 
for the production of a souvenir 
booklet. 

It was hoped that the club's 
“Award of Honour” cup-—given by 
R. E. Baker (a founder member who 
is advertisement manager-in-chicf, 
Southern Newspapers Ltd.) for the 
most outstanding service to the 
people or town, would this year be 
presented for the first time. 

Mr. Burnett also paid tribute to 
the work of the retiring chairman, 
Ald. R. H. Hammond. 

The new chairman is Ald. W. H 
Stone. Other officials were re- 
elected. 


Bradford 
Charles Walls is 


new chairman 


Bradford Publicity Association 
held their annual meeting at the 
Midland Hotel, with Tom C. Scott 
presiding. Membership now stands 
at 78, 

The following officers were elec 
ted: president, FE. Marriott (man- 
aging director, Brown, Muff & Co., 
Ltd.); vice-presidents, The Lord 


The Regent Advertising Club’s new 

premises at ta Chesterfield Street 

will be partially opened to members 

on Wednesday, February 18. It is 

hoped that the restaurant will be 

fanctioning. But the library and 
bar may not be ready. 


Mayor of Bradford (Ald. John 
Shee), Kenneth Parkinson, C. G. 
Powney; hon. joint secretaries, R. 
Shepherd and A. H. Darkin; hon. 
treasurer, A. R. Gallant; hon. press 
officer, Miss D. H. Watmuff; hon. 
solicitor, Ralph C. Yablon; hon. 
auditor, J. Fearnside. 

A. Butterfield, M. F. Davison, 
J. A. Horrox and C. Wallis, were 
all re-elected to the executive com- 
mittee, 

After the clection of Charles 
Walls as chairman, Mr. Scott, chair- 
man for the past two years, was 
thanked for his untiring services. 
J. A. Horrox was elected  vice- 
chairman. 

Miss Anne Craven was re-elected 
as the N.A.B.S. Steward. 


Leeds 
Talk on paper 


S. Mallett, branch manager of 
Cowan & Sons (Paper Sales) Ltd., 
gave his fellow members of Leeds 
Publicity Club an interesting talk on 
paper, illustrated by examples of 
different kinds of paper at varying 
Stages of production. He discussed 
the suitability of papers for different 
methods of printing, 
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London 


- Space ‘reps’ 


will not be 


ousted by surveys 


An audience at a debate held by 
the Publicity Club of London house 
committee on Monday decided that 
the increased use by advertisers and 
agents of modern readership re- 
search techniques will tend neither 
to reduce the need for representa- 
tives nor make them redundant. 

The vote against the motion was 
overwhelming—and so was the pro- 
portion of space “reps” in the 
audience. 

Proposer of the motion was 
Leonard Garland (S. T. Garland 
Advertising Service), who thought 
that the day of the “personality 
salesman” was passing. There was 
still room for the personality on the 
make-up side of selling space; for 
selling direct to the advertiser; or 
for dealing with complaints. But 
he thought there were very few 
representatives who were able to 
solve problems of make-up while in 
the agent’s office. Although there 
would always be a few publications 
launched on a ‘“‘shoe-string’ that 
would need personal salesmen, and 
myriad tiny advertisers who would 
see them, he doubted whether men 
of calibre would very much longer 
see a great future in space selling. 

Opposing the motion, Reginald 
Levi (advertisement manager, House- 
wife) distinguished sharply between 
“recognised surveys,” such as that 
of Hulton or the L.LP.A., and 
“propaganda surveys’ designed to 
prove a point. The former were ex- 
tremely valuable tools in the hands 
of the space salesmen but, he con- 
tended, could never be a panacea 


for his problems. The latter were 
often based on inadequate samples, 
gave no information of techniques 
used, and said nothing about the 
paper’s contemporaries. he 
readership survey cult was a fetish, 
a ju-ju, producing horrible words 
like “conurbation,” “microcosm,” 
and “impact.” The space buying 
pendulum scemed to have swung 
for a time from the saloon bar to 
the slide rule. 

L. F. Desbrow (S. T. Garland 
Advertising Service) felt that the 
crux of the matter was that space 
buying had altered and that space 
selling must readjust itself to the 
changes in buying. What had been 
injected into the business was pre- 
cision. With regard to propaganda 
surveys, many leading agencies now 
had people who “sorted the stuff 
out.” 

laian Lyon (media planning de- 
partment, W. S. Crawford Ltd.) 
contended that statisticians and 
representatives were complementary. 
The former supplied the latter with 
his ammunition. But if space were 
bought purely on a statistical basis, 
half the papers in the country 
would go bankrupt, and the other 
half would go bankrupt morally. 
Statistics had rendered space “reps” 
more necessary than ever. 

Under the vigilant chairmanship 
of F. Murray Milne, about 15 mem- 
bers of the audience leapt to de 
nounce Mr. Garland’s views and 
one or two to defend them. The 
motion was defeated by 68-8. 


At the Aldwych Club ladies night, at the Savoy on Friday, the chairman, 
fF. Howard Potter, with Mrs, Potter, greets J. M. Beable, chairman, enter- 


tainment committee, and Mrs. Beable. 


The event was organised by com- 


mittee member F. H, Simmonds. 


Berks and Bucks 
Colour photography 


In a series of instructional lec- 
tures arranged by the Berks and 
Bucks Publicity Club George Wells, 
director of “Studio 51,” spoke on 
colour photography in the service of 
advertising. The meeting was at the 
White Hart Hotel, Reading. 

Considering the vast amount of 
technical knowledge, specialised 
craftsmanship and artistic ability 
that have to go into the making of 
good colour photographs, it should 
be clear, he said, that only well 
balanced team work can produce 
results of really high standard. 

Although generally regarded as 
“expensive” the speaker quoted a 
wide variety of cases where colour 
photography scored over other re- 
production in quality and economy. 


Im brief... 


The draw for the National Adver- 
tising Public Speaking Contest will 
take place at the Advertising Asso- 
ciation offices at 11.45 a.m. on 
Wednesday, February 11. . . . 
Regent Club's public speaking 
group will oppose the motion, “This 
house is against the use of spon- 
sored radio or television in the 
United Kingdom,” at a debate in 
the City Literary Institute, on 
February 12... . The mode! display 
contest at the Publicity Club of 
Nottingham bal! was won by Wood- 
lines, of Nottingham. By a printer's 
error, the name was wrongly spelt 
in the original report. A 
Buchanan, vice-chairman of the 
Berks and Bucks Publicity Club, 
addressed his fellow members 1n 
Slough on advertising in India, 
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G°-O-LeoF 

F.S.C.C. knockout 

*_¢ 
competition 

A get-together dinner to open the 
season, a new knockout competi- 
tion, and near-London courses for 
the regular meetings are features of 
the 1953 programme of the Fleet 
Street Column Club Golf Circle. 
Dates : 

Get-together dinner at the Club, 
Tuesday, March 10. Spring Meet- 
ing: Thursday, April 23, Sudbrook 
Park, Richmond. Summer Meeting: 
Tuesday, July 7 Addington. Cap- 
tain’s Day and annual supper: 
Thursday, October 15, Royal 
Wimbledon. 

Cliffe Glover has presented a 
prize for the knockout competition, 
which will be run throughout the 
season, with the final on Captain's 
Day. H. Dawson Salmon is giving 
the runner-up prize. 


Productivity on 
the air 


An article on productivity at 
Krisson Printing Ltd., the letter- 
press colour printers, in Target, the 
Central Office of Information pub- 
lication, has led to two three-minute 
spots on Radio Luxembourg for 
Krisson’s. 

Each Sunday the American 
Mutual Security Agency has a three- 
minute spot dealing with all aspects 
of productivity in the Jo Stafford 
programme, which is produced by 
Graham & Gillis Ltd. 


CORONATION 
MONTHIDIARY 


ADVERTISER'S WEEKLY has been 
asked to publish, for the guidance 
of those wishing to arrange social 
or other gatherings at that time, 
a diary of the principal events a 
fortnight before and after the 
Coronation. The first list, including 
both public and advertising dates, 
appears below. This, with any addi- 
tions, will be repeated in March, 
April and May. 


May 21. -Pubiicity Club of London 
luncheon to the Lord Mayor, Café 


May 27-0 Industria! Exhibition, Belfast. 
May 27- June 10, London Fashion 


t 

May 27.—-H.M. The Queen to attend 
Commonwealth Parliamentary Asso- 
oiation luncheon, Westminster Hal! 

May 28.-Royal Garden Party. Bucking- 
ham Palace 

Jane 2. - THE CORONATION 

June 3.—-H.M. The Queen drives through 
East London im afternoon 

June 3-6.—-Bath and West and Southern 
Counties Show. Bath. 

June 4..-H.M. The Queen drives through 
North London—afternoon 

June 4.—The Oaks, Epsom 

Jone 4.—1.1.P.A. Coronation Ball, 44 
Belgrave Square 

June 5.--H.M. The Queen holds Evening 
Reception, Buckingham Palace. 

Jone 6.—Derby Day. Epsom 

June 8.—H.M. The Queen drives through 
South London.—afternoon 
The Queen attends Gala Performance, 
Royal Opera House, Covent Garden 

June 8-10.—-British Poster Advertising 
Association Conference Torquay 

June 8-18,—British Plastics Exhibition. 
Olympia ‘ 

June 9.--H.M. The Queen attends service 
at St. Pauls, morning. and drives 
through West London, afternoon. 

June 10—Royal Towrnement§ opens 
Ear!s Court 

June 11.—The Queen's Birthday. Troop- 
ing the Colour, Horse Guards Parade 

June 11.—Engiand v. Australia (First 

Test Match). Nottingham 

June 12.-—-H.M. The Queen lunches at 
Guildhall) oes Reception at 
Buckingham alace 

13.—H.M. The Queen visits Windsor 

and Eton 
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Irish ISMA launched: Minister 


on dollar prospects | 


IMPROVED SALESMANSHIP URGED 


An Irish Minister and Senators urged the need for improved 
salesmanship at the inaugural dinner of the Ireland Branch of 
the Incorporated Sales Managers’ Association, which was held 
at the Royal Hibernian Hotel, Dublin, on Monday. 


Some 180 leading personalities 
of Irish industry, commerce, and 
advertising heard Mr. Sean 
Lemass, Minister of Industry and 
Commerce, claim that there were 
definite possibilities in the Ameri- 
can market, but only if the re- 
quirements of the American con- 
sumer were closely studied. He 
disclosed that under the new 
Insurance Bill to be taken in the 
Dail this week guarantee would 
be given for sums up to 
£2,000,000 in connection with the 
export of goods. 

Mr. Lemass was responding to 
the toast of Irish industry pro- 
posed by Senator E. A. McGuire, 
president of the new branch, who 
called for greater efficiency, pro- 
gressiveness, and hard work, and 
requested a revision of income 
tax laws to enable profits to be 
re-invested in industry. 

The toast of 1.8.M.A., proposed 
by the Lord Mayor of Dublin, 
Senator Andrew S. Clarkin, was 
responded to by D. R. Griffiths, 
director of 1.8.M.A., who stressed 
the obvious contribution which 
sales management, and the Asso- 
ciation, could make to the 
Government's intention of en- 


How direct mail 


How direct mail “opened the 
door to the Man from Remington 
Rand” was described to the 
British Direct Mail Advertising 
Association last week by A. W. 
Murrell, the firm’s advertising and 
sales promotion manager. 

The use of press, posters and 
other media for a campaign to 
draw the attention of business 
men to Remington Rand’s com- 
prehensive office equipment ser- 
vice, he said, necessitated sacrific- 
ing some of the advertising that 
had been used for the individual 
products. It was felt that direct 
mail was the way to fill the gap. 

A firm of direct mail experts 
whom they consulted urged that 
the great value of direct mail was 
its flexibility in directing appeal 
to specialised classes of recipients. 
It was finally decided to produce 
a special folder for each of a 
number of categories of persons 
and a series of three letters offer- 
ing the folder and a general 
booklet. During the period 
September-December last vear. 
five lots of three-shot mailings 
were sent out to a list of 10,000 
names. 

To the 150.000 letters thus 
issued, something over 1.600 
replies were received—with rare 
exceptions good inquiries. This, 
said Mr. Murrell. must be con- 


couraging indigenous industries. 
Many companies had come into 
being with the encouragement of 
Government agencies, and some 
of them had failed. Wherever 
this had happened the factor 
usually missing was effective 
sules management. 

Quoting Emerson's saying “Our 
knowledge is the amassed 
thought and experience of in- 
numerable minds,” Mr. Griffiths 
invited Irish business men to 
enrich the Association with Irish 
minds and themselves take from 
the common pool the knowledge 
already amassed. 

Other speakers were Joseph 
Atack, chairman of Leeds branch 
of LS.M.A.; Leslie V. Whitehead, 


first chairman of the Ireland 
branch: Michael Coote, a mem- 
ber of LS.M.A.; and Major 
General Sir Charles Harvey 


(Guinness) who described the 
functions of the newly-formed 
Irish Management Institute, of 
which he is chairman. 

‘The president and chairman of 
the Ireland branch were invested 
with their badges of office by 
Cyril Derry (Ambrose Wilson 
Ltd.), national vice-chairman. 


opened the door 


sidered very good, bearing in 
mind that people did not buy 
accounting machines ard office 
equipment every day and that an 
accounting machine might cost 
anything up to £1,000 or over. 

It was found moreover that in- 
quiries from direct mail cost on 
the average less than those from 
press advertising. This, he 
stressed. was no reflection on the 
latter, whose proper function was 
to get the main idea across, while 
that of direct mail was to get 
inquiries. 

“Direct mail has opened very 
many doors to the Man from 
Remington Rand, which would 
otherwise have remained closed,” 
was Mr. Murrell’s conclusion. 


Lyttelton talks to 
Labeno 


In a luncheon talk to the 
London Association of British 
Empire Newspapers Overseas 


(Labeno) last week, Oliver Lyttel- 
ton, Colonial Secretary, and a 
former president of the Advertis- 
ing Association, outlined some of 
the problems that have arisen in 
Africa through the impact of 
Western ideas and techniques on 
primitive peoples. 


Sir Francis Low (Times of 


India) presided 


~agpe yy 
SWIM WEAR 
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Here she is 
again 


The Slix girl (seen above) will 
be back on London Underground 
escalator panels in about three 
weeks’ time. This year, for the 
first time, Slix Ltd., the swim suit 
manufacturers, are using two pre- 
liminary teaser posters 

The first went up on January 1 
with the simple question “Have 
you missed her?” The second 
“She will soon be back with Slix 
appeal” is now appearing 


There has been a slight in 
crease in the number of spaces 
being used this year. The latest 


Sux girl will be number eight in 
the series and the fifth to sell a 
swim suit. The campaign is fol 
lowing a consistent formula since 
its inception four years ago, with 
the exception of a break in the 
continuity last autumn when Slix 


did not roduce their usual 
Lingerie girl 

F. John Roe Ltd handle the 
account. 


DATES FOR A.A. 
EXAMINATIONS 


All entries for the diploma 
examinations of the Advertising 
Association have to reach the 


education secretary of the Adver- 
tising Association before March 1. 

Those who are not yet regist- 
ered students but wish to take the 
examinations this year should 
register immediately. As is cust- 
omary, examinations will be held 
in London and in those provincial 
centres where the number of 
candidates justifies the necessary 
arrangements. 

Dates are: Intermediate Divi- 

sion A, May 19 and 20; B, May 
21 and 22 Final Division C, 
May 19 and 20; D, May 21 and 
22. 
Overseas interest in the exami- 
nations is again marked. Already 
applications to take the examina- 
tions have been received from 
Cairo, Madras and Johannesburg. 
One application has been received 
from a student serving with the 
Royal Navy in Singapore 
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Window ads. in 
Princes Street 
are criticised 


Complaints about window dis 
play advertisements in Princes 
Street were voiced at last week's 
meeting of the Edinburgh plan 
ning committee. 

Cilr. L.A. Johnson Gilbert 
described certain window display 
advertisements as “one of the 
worst features of Princes Street.” 
Such notices, he said, were totally 
out of keeping with what Princes 
Street should be, and he won- 
dered if it was difficult or impos- 
sible to obtain some powers in 
that direction. 

An official explained that the 
Corporation had certain powers 
of control regarding illuminated 
advertisement signs within the 
windows, but they could not con- 
trol non-illuminated signs such as 
placards or window dressing 
arrangements, which were some- 
times considered more objection- 
able. within the windows. 

Cilr. J. Cormack commented: 
“Surely people in Princes Street 
are going to be allowed to adver- 
tise what they have for sale? If 
you are going to stop that, you 
might as well tell them to get out 
of business.” 


THE SIGN AND 
ST. PAUL’S 


The King Lud is not to have 
its three-line Whitbread — sign 
facing Ludgate Circus. But the 
vertical illuminated sign at the 
rear of the building is to continue 
for another three years. 

This is the decision of the 
Ministry of Housing and Local 
Government Inspector following 
the hearing (ADVERTISER'S 
Werkty, December 18, 1952) of 
an appeal by Whitbread & Co 
Lid., against the refusal of the 
City Corporation to permit the 
display of the signs 

Giving his decision, the inspec 
tor states that the building over 
looks one of the main highways 
of the City at the approach to 
Ludgate Hill. and that the pro- 
posed lettering would be “prom 
inently seen in conjunction with 
the dome of the Cathedral.” 
The pronosed display, he believed. 
would “detract from the appear- 
ance of the locality.” 
Gteeeeeses 
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Cupid loses 


The vroject for an itlumin- 
ated sign on Chelsea Embank- 
ment, to which objection was 
expressed on the ground that 
it would throw too much light 
on courting couples, has been 
approved by Chelsea Borough 
Council. 

Application was made by 
Franco Siens on behalf of 
Chelsea Flour Mills for the 
sien to be vlaced on a site at 
45 Lots Road. Fluorescent 
tubing will give indirect light- 
ing, the word “Snowboy” 
being in green and “Flour” 
and “Semolina” in orange. 
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K. Murray joins 
Odhams Press 
in Manchester 


Ken Murray, formerly Northern 
business manager of the Financial 
Times, has joined Odhams Press in 
Manchester as assistant to Mark 
Parry, Northern advertisement man- 
ager. 

Mr. Murray was with the Finan- 
cial Times for six years and was 
previously on the Manchester 
Guardian staff. 

During the war he served in the 
R.A.F., and was a member of the 
exclusive “King’s Flight."’ He piloted 
Mr. Winston Churchill on a number 
of occasions and flew one of the 
first aircraft into Berlin in 1945. 

Gordon Instone, who has been 
advertisement manager of Debrett's 
Peerage, becomes manager of Every- 
woman, and will continue to super- 
vise the advertisement department 
of Mother as well. 

r. Instone, who joined Odhams 
Press in 1946, is a nephew of the 
late Sir Samuel Instone, pioneer of 
commercial air travel in Britain. He 
Started his advertising career with 
the Coalite and Chemical Product 
Co. Enlisting as private in 1939, he 
served with the B.E.F. in France, 
winning the Military Medal at 
Calais, 

Taken prisoner by the Germans 
he took part in three escapes, finally 
returning to England to oe four 
years as a ~ i on the War Office 
General Stat 

. A. Paterson, who succeeds Mr. 
Instone as advertisement manager 
of Debrett came to Odhams in 
January 1952. He was previously 
advertisement manager of Collins 
Magazine. 

* * 


Their homes were 
in disaster area 


Two advertising people who live 
in the flood disaster area at Tanker- 
ton, Whitstable, but whose homes 
have fortunately been spared, are 
FE. A. Roberts, space buyer at 
London Press Exchange, and C. W. 
Hibbitt, space buyer at J. Walter 
Thompson Co., Ltd. Notable relief 
work 1s being done by Mr. Roberts's 
wife, Elizabeth. Commandant of 
the National Nursing Reserve in the 
district and, until her marriage, 
matron of the Whitstable and 
Tankerton Hospital, Mrs. Roberts 
was immediately given the task of 
organising rest centres. 

* * 


a. 

H. St. J. Ogden, formerly adver- 
tising manager of The Lady, has 
been appointed special representa- 
tive of Marketing, organ of the 


1.S.M.A 


Joan Price has joined the staff 
of Armstrong-Warden to handle 
editorial and advise on fashion and 
beauty accounts, She was formerly 
with The Queen for six years as 
assistant fashion editor and beauty 
editor, and subsequently on the 
editorial staff of Home Notes and 
Modern Woman. 

* * * 

Brian Barefoot, for 18 months 
in the advertising department of 
Crookes Laboratories, and editor of 
their house magazine Placebo, has 
joined Armstrong-Warden Ltd. as 
medical copywriter. Before joining 
Crookes, Mr. Barefoot represented 
May & Baker Lid. in the Belgian 
Congo. 

* * 


Leslie Berrill going 


**down under’”’ 


Leslie Berrill, chairman of 
Gordon & Gotch Advertising Ltd., 
and his wife, are going to Australia 
shortly to attend the Gordon & 
Gotch centenary year celebrations 


there. 
* * * 

Appointed to the studio staff of 
Nevin D. Hirst (Advertising) Ltd., 
the Leeds and London Agency, as 
a general and fashion artist, is 
Albert Harris. He was formerly 
Manchester studio manager of Ward 
& Copley, the commercial art firm, 
and later concentrated on illustra- 
tion and fashion in their Leeds 
studio. 


Dorothie Starbuck Frank Hayes 


An American, Mrs. Dorothie 
Starbuck, will speak on “The Pro- 
motion of the Purely Private Classi- 
fied Advertisement” at the Classi- 
fied Advertising Convention to take 
place at the Grand Hotel, Birming- 
ham, on February 17. Mrs. Star- 
buck has done automobile adver- 
tising copywriting and sales for a 
number of years with the Los 
Angeles Examiner and the Holly- 
wood Citizen News; was classified 
advertisement manager, Burbank 
News, California, for three years; 
and was also with Glendale News 


Allen F. Thompson, chicf assist- 
ant to the director of development 
and — Kemsley Newspapers 
left last week after 


engaged on de velopment of an old- 
established family wholesale station- 
ery and printing business, Henry F. 


monger Lane, London, BxX.2. 


Lawrence L. Durrant is joinin 


Sheffield, as an account executive. 
He has been production manager at 
Heslock’s for almost four years and 
was formerly with Marshall Hardy. 


A. J. Harvey, of the export depart- 


leaves for South Africa this week- 


end to study market conditions. 
who for many years 


pom more recently 
with Butlins holiday camps as pub- 


Johnson of York, 


stafl of Tillotsons 


» coming to England. 
at the Convention will be 
' advertisement mana- 
. Manchester Guardian, “a 
Administration of Classifieds,” 
Mrs. Beatrice Warde, publicity man- 


“The Presentation and Typography 


attend is February 10. 
fee of one guinea to: 
advertisement manager, Express and 
Star, Wolverhampton. 
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G. Instone A. F. siceleean 


iasaiiad O'Ryan, who is in sila 
of the art department of Odeon 
(Ireland) Ltd., has designed the new 
commemorative stamp to be issued 
by the Irish Government to mark 
the Ireland at Home Festival. Later 
in the year an exhibition of his 
paintings is to be given in Montreal 
and probably in other Canadian 
cities and in the United States under 
the auspices of the Irish Department 
of External Affairs’ cultural rela- 
tions committee. 

* * * 


William Hudson Farrow, formerly 
senior assistant designer with W. 
de Majo, has joined Diana Studio 
Ltd. as art director and designer. 


* * * 
New manager for Fen 


District Newspapers 


George W. Hunt, commercial 
ay ee Peterborough Advertiser 

Co., Ltd., since 1949, has been ap- 
pointed general manager, Fen 
District Newspapers Ltd., pro- 
prictors and publishers of the /sle 
of Ely and Wisbech Advertiser. This 
position has been unfilled since 
R. D. Beacham became publicity 
officer, East Midland Allied Press, 
some time ago. As resident director, 
David Newton continues to exer- 
cise overall direction of the com- 
pany besides remaining editor of its 
twice-weekly publications. 

a * * 

New members of the British Sales 
Promotion Association are: H. C. 
Briant (supervisor of market re- 
search, Ford Motor Co., Ltd.), 
A. R. Fulford (Esso Petroleum Co., 
Lid.), John Gasman (managing 
director, John Gasman & Bros. 

Ltd.), Lt.-Col. R. Gutridge (Arthur 
tate Son & Co., Ltd.), Clifford 
C. Hurst (sales manager, Educa- 
tional Productions Ltd.), Herbert 
Mackintosh (sales promotion man- 
ager, W. H. Smith & Son Ltd., out- 
door publicity department), James 
R. Vanderbeek (advertising mana- 
ger and P.R.O., The Lines Group). 


OBITUARY 
Sol Hess 


Sol Hess, late art director of the 
Lanston Monotype Machine Com- 
pany of Philadelphia, U-S.A., 
designer and adaptor of many 
American “Monotype” faces includ- 
ing Hess Old Style and Artscript, 
died on Saturday. 


Average Weekly Net Sale (A.B.C. Jan.-June, 1952) 131,832 
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The amazing Reveille for the Weekend 
continues to make publishing 
history. In the six months from 
July to December, 1952, sales 
increased steadily from 3,097,319 to 
3,443,141. Now, sales have climbed 
to OVER 3} MILLION. Witha 

single column inch rate of only £15, 
space in this remarkable family paper 
is extraordinarily cheap. Remember 
this, Reveille for the Weekend is read 
not only by the person who buys it, 
it is read by the whole family 
throughout the weekend. And the 
sales of Reveille for the Weekend are 
still going up. Every time you 
advertise in it you reach more and 
more prospective customers. 
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‘Ad. Weekly’ 
opinion poll 
Entry form in 


this issue 
Entry forms for the Apvrr- 
TISER'S WEEKLY Conference 


Opinion Poll Competition are 
enclosed with this issue. 

Additional forms can be 
obtained from the Editor. 

Full details of the competition, 
are printed on the form, with 
instructions for completing the 
questionnaire. 

Object is to find out what kind 
of conference advertising people 
really want. ADVERTISER S 
WEEKLY is offering prizes to the 
total value of over £60. 

The competition, it should be 
stressed, is not primarily an effort 
to encourage the young idea. It 
is a genuine attempt to poll a 
cross section of advertising 
opinion. What is wanted is a 
balanced consensus of _ this 
Opinion. 

It is therefore hoped that 
readers of mature experience, 
especially those occupying execu- 
tive positions, as well as younger 
readers, will participate, and thus 
help “Advertiser's Weekly” to 
provide an authentic source of 
guidance and _ inspiration for 
future conference organisers. 

In case any executive might 
feel embarrassed by the possibi ity 
of winning a money prize, any 
winner will be given the opportu- 
nity, if desired, of nominating 
another person, or any organisa- 
tion, to receive the actual cash 
award. 

Another point that should be 
stressed is that suggestions on 
apparently minor matters of con- 
ference organisation may be just 
as valuable as those concerning 
conference policy, and stand just 
as good a chance of finding 
favour with the judges. 


Largest ad. for 


women ‘Terriers’ 


A full page advertisement for 
recruiting for the women’s ser- 
vices of the Territorial Army ap- 
peared in the Evening Standard 
last Thursday. It is the | largest 
advertisement ever to appear for 
Territorial Army recruiting. 

It accompanied a_ three-page 
feature on the work of women in 
the Territorials, 

The tie-up was arranged directly 
between the Evening Standard 
and the War Office and was sep- 
arate from the normal Territorial! 
Army recruiting campaign which 
is conducted through the Central 
Office of Information. The agents 
are G. S. Royds. Ltd. 
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Classifieds, direct mail, help 


The man who sells British 


journals in America 


CS IED and display advertisements in American journals 
are proving highly successful in selling British papers and 
magazines in the States. And some of the most effective adver- 
tisements have appeared in Col. McCormick’s anti-British 


“Chicago Herald Tribune”’. 

Responsible for this achieve- 
ment is an Englishman, John L. 
Marsh, president of British Pub- 
lications, Inc., at present in 
London for discussions’ with 
British publishers. 

Among Mr, Marsh's promotion 
innovations has been the much- 
discussed “British Magazine of 
the Month” scheme, which, for a 
cost of just under six dollars, 
provides American readers with 
copies, mailed direct from 
London, of Blackwood'’s Maga- 
zine, Bandwagon, Sketch, Listener 
(Spring book number), Cheshire 
Life, Woman's Journal (Corona- 
tion number), Punch (Summer 
number), Geographical Magazine, 
Countryman, Everybody's, 
Courier, and The Field, plus, as a 
bonus, Jilustrated (Coronation 
issue) and Jilustrated London 
News (Christmas issue). 


Reciprocal advertising? 


Mr. Marsh uses classified ad- 
vertising to invite requests for his 
catalogue, which lists nearly a 
thousand British publications, 
comprising newspapers, general 
magazines, political weeklies, and 
hundreds of trade and technical 
journals, Individual] British 
journals are publicised by display 
advertisements, and considerable 
use is also made of direct mail. 

With increasing sales, Mr. 
Marsh hopes that British adver- 
tisers will come to advertise with 
an eye to American readership 
and that there may be reciprocal 
advertising from U.S. firms. 

But he lays particular emphasis 
on the contribution to Anglo- 
American understanding which is 
made by this entry of British 
journals into American homes. 
The value of this contribution, at 
very small extra cost, cannot be 
overestimated, he believes; every 
British paper in America is an 
ambassador for Britain. 

Mr. Marsh deprecates many 
British publishers’ habit of print- 
ing in their magazines the dollar 
equivalent of the sterling price. 
From his point of view this dollar 
price is quite uneconomic because 
it makes no allowance for the 
extremely high cost of labour in 
distribution in the States. 


(See Mainly Personal, page 260) 


English ads. leave : 
no defence 


Among letters recently re- 
ceived by Mr. Marsh was the: 
following, from a St. Louis,? 
Missouri, correspondent, ex-+ 
plaining why he had bought a: 
Jaguar car: : 

“When talking with you at: 
the recent British motar show: 
in New York city | remember? 
wondering whether the British: 
automobile manufacturers rea- 
lised how much they owed to: 
the “Autocar’ and “Motor” 
magazines. 

“In my case the second: 
British car which 1 purchased? 
was a direct result of reading? 
these two papers, and I know: 
:that when I buy another: 
: British car my choice will be? 
: 3 influe need by what 1 have read} 
‘in “Autocar” and “Motor.” 

“I am afraid that the adver-: 
: tising which British auto-: 
: mobiles receive in these twoi 
: publications is of a peculiarly = 
: subtle English variety that; 
: leaves one no defence except? 
3 fo go out and buy one of the: 
: things!” 
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The mating of 
faces 


Editors of house magazines 
heard some forthright criticisms 
of their ideas on typography 
from J. V. Dyer, of Ebenezer 
Baylis & Son Ltd., Worcester, at 
the monthly meeting of the 
British Association of Industrial 
Editors, Midland Region, in Bir- 
mingham. 

“en publishers, according to 

Dyer, would be more in 
all in the British Museum, but 
to advertising agents he attributed 
enthusiasm and a real creative 
instinct. “They know what they 
want but their creative ideas 
suffer from the damaging in- 
fluence of their clients,” he went 
on. 

Mr. Dyer followed his criticism 
with a number of practical sug- 
— on the mating of type 

ces to subjects. A strong advo- 
cate for legibility and simplicity 
of treatment, he still urged 
editors to ring the changes more, 
if only to escape monotony. 


Research into 


poster audiences 


Further results from the re- 
search into the audience for out- 
door advertising, sponsorship of 
which has been taken over by 
Mills & Rockleys Ltd... are 
expected to be published next 
August. 

Results of the Wigan and 
Luton poster audience tests have 
been published by Outdoor Pub- 
licity Ltd. who are offering them 
to anyone interested. 


JUDGING THE MORLEY COMPETITION 


Twenty men and women have 
secured two seats each on the Coro- 
nation route as winners in a com- 
petition organised by I. & R. Morley 
Ltd., the hosiery firm. 

Competitors were asked to draw 
or describe on a postcard a new 
Situation to illustrate the company's 
slogan—“* “Always look for the name 
Morley.” The judging of some 200 
final entries out of a total entry of 
many thousands took place at the 


Savoy Hotel, following a luncheon 
given by Lord Hollenden, chairman 
of I. & R. Morley Ltd. 

Judging the competition were 
three radio personalities, Miss 
Gladys Young, Kenneth Horne, and 
Donald McCullough, who is also a 
director of F. C. Pritchard, Wood 
& Partners Lid. Arrangements for 
the competition were made by H. N. 
Packard, advertising manager of 
I. & R. Morley Ltd. 


TEMPLE BAR 2468 


FOR ENTERPRISE 


ORIGINALITY & EFFICIENT 


SERVICE 


General Manoger: G. L. McLELLAN 
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NET SALES 
JULY -DECEMBER 1952 


AVERAGE 


1,107,358 


COPIES DAILY 
THE STAR continues to offer the 


lowest rate per inch per thousand of any 
LONDON EVENING NEWSPAPER. 


It provides the most attractive medium 
in GREAT BRITAIN’S most attractive 
market during Coronation year. 


ROY CLARK, Advertisement Director. 
12-22, Bouverie Street, London, E.C.4. ‘Phone : CENtral 5000 
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Store will have a more 
flexible ad. policy 


Coronation 
programme 


Further details of the approved 
souvenir programme of the Coro- 
nation have now been announced 

Issued by King George's Jubilee 
Irust, the programme is being 
produced and printed by Odhams 
Press, who are also responsible 
for distribution to the wholesale 
trade. 

It will contain 32 pages on 
white art paper in an embossed 
vellum-type cover with the Roya! 
Coat of Arms printed in four 
colours and gold. The page size 
is 9} in. by 7 in. 

The cover design is by Ernest 
Wallcousins, and a pictorial map 
of the processional route has 
been drawn by Eric Fraser 

The Duke of Gloucester has 
written the foreword, and contri- 
butors include the Archbishop of 
Canterbury, the Poet Laureate, 
the Garter Principal King of 
Arms, Arthur Bryant and Dermot 
Morrah. 

It will be well illustrated with 
photographic studies of — the 
Royal Family and pictures of the 
Coronation regalia. 

The official programmes for 
the Royal Silver Jubilee, the 
Coronation of Kine George VI 
and the Royal Wedding were also 
printed by Odhams. 


Press competition 
will increase 


Intensified competition among 
national newspapers during 1953 
was prophesised — by Angus 
McNab. circulation manager, 
Daily Express, when speaking to 
circulation representatives al 
Exeter. The industry was passing 
from a passive period to one of 
aggressive action, he said. 


Greater flexibility is to be a 
feature of the advertising policy 
of Browns of Chester Ltd., 
departmental store, says Leonard 
M. Harris, chairman and manag- 
ing director, in a message to his 
staff. 

He explains that to-day the 
store’s advertising has to do three 
things simultaneously: To let 
people know of the store’s exist- 
ence; to indicate their class of 
merchandise; and, to draw in an 
ever-widening circle of customers. 

“To ensure that our advertising 
achieves its maximum effect, the 
content of each advertisement 
must fall into at least one of three 
categories,’ Mr. Harris continues. 

These are given as (a) a line of 
merchandise at a special price; 
(b) a line of merchandise with 
some special selling features; or 
(c) a named event, i.e., the public- 
ising of a particular brand of 
merchandise. 

Having decided the content of 
each advertisement, and ensured 
that it falls into one of these three 
categories, the advertisement will 
have to be properly “timed.” 
Then the real difficulties will 
begin, because the peak selling 
periods for so many departments 
are almost identical. 

Provision will be made for a 
rise and fall in advertising expen- 
diture to coincide with consumer 
attitudes. 

A chart is therefore to be pre- 

pared and exhibited in the store. 
providing for a great deal of 
flexibility, and advertising space 
will be allocated on an estimate 
of pulling power. Buyers and 
denartment heads will be free to 
submit suggested lines for adver- 
tising at anv time during the 
season. and if it is agreed that the 
suevested lines have the requisite 
pulling power, advertising spice 
will be arranged with the mini- 
mum delay. 


John Marshall (right) editor “Even- 
ing News,” opens London Sketch 
Club’s show at the “Evening News” 
West End Centre, Regent Street. 
With him is Kenneth’ Brookes, 
president of the club. This, the 
club's third show at the Centre, 
ends on Saturday. 


Ad. men in Sketch 
Club show 


Advertising men and commer- 
cial artists are strongly repre- 
sented in the London Sketch 
Club's exhibition of oil paintings, 
water colours, drawings and 
etchings at the Evening News 
West End Cenire, Regent Street. 

Danton Adams, advertising 
manager, British Vacuum Cleaner 
& Engineering Co., Ltd., exhibits 
four pictures—a ___ landscape 
painted for his company’s 1953 
calendar and three “cover girl 
heads.” A_ fantasy, “Under- 
ground,” is shown by Jack Holt, 
director, Alfred Pemberton Ltd. 

Among the many commercial 
artists whose work, mostly non- 
commercial, is on show are: 
Harry Riley, W. R. Lambert, 
David L. Ghilchik, F. Donald 
Blake, Henry Coller, William 
Showell, Frank Sherwin, Arnold 
Beauvais, George S. Dixon, Ellis 
Silas, Charles E. Pierce, Victor 
Anderson, F. Gardner, S. Van 
Abbé, Warwick W. Lendon. L. A. 
D'Arcy Pearce, William Whatley, 
Kenneth B. Hunter, Gayford Rix, 
Cecil Wade, Jackson Burton, 
H. R. A. Winslede, Kenneth 
Brookes, Jack Merriott, and A. J. 
Wilson. 


Free-gift stamps can be liable to purchase tax 


A law case has established 
that purchase tax may be 
charged on free-gift stamps. 

The case concerned pictorial 
stamps depicting characters from 


Walt Disney's film “Cinderella” 
that were given away by Stephen- 
son Bros Ltd., of Bradford, with 
tins of floor polish and furniture 
cream sold by them. The stamps 
were attached to tins of polish 
and bottles of cream, and were 
also. inserted into descriptive 
folders containing instructions as 
to how they could be exchanged 
for a book to be supplied by 


Stephenson's. No additional 
charge was made for the stamps, 
and they were not sold separately 
to the public, 

Some of the stamps were 
bought from King & Jarrett Ltd., 
of London, and some were printed 
by Stephenson's. The Commis- 
sioners of Customs and Excise 
notified Stephenson's that pur- 
chase tax would be demanded on 
both lots. 

Stephenson's and King & Jarrett 
asked, in the Chancery Division, 
for declarations that the stamps 
were not chargeable goods for 
the purposes of purchase tax. 
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CORBETRY & 
UNDERWEAR 


Your Specialised Trade Journal 


Goods chargeable to purchase tax 
include, in groun 25 of the 
eighth schedule of the Finance 
Act. 1948 “Pictures, prints, 
engravings, photographs, figures, 
busts, reliefs, vases, and similar 
articles, of a kind produced in 
quantity for general sale. . . 
Mr. Justice Roxburgh gave 
judgment that each stamp was a 
pictorial coupon. The _ pictorial 
element was so important that in 
the particular circumstances of 
this case they were in his judg- 
ment pictures, and none the less 
so because they were coupons. 
Therefore both the actions oes. 
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Manufacturers 
more keen on 
sales promotion 


“The ill-wind of trade recession 
has proved a favourable one as 
far as the British Sales Promotion 
Association is concerned,” said 
W. Alan Taylor, retiring hon. 
secretary, at the Society's annual 
meeting. 

“The eagerness of manufac- 
turers to study ways and means 
of promoting more sales is re- 
flected in the growing number of 
applications for membership of 
the Association,” he said. 

New officers are: Adrian F. 
Latham, president and chairman; 
Norman Phillips, vice-chairman; 
Brigadier G. V. Palmer, F. 


8,268 


copies per week 


Average net sale of “Advertiser's 

Weekly” for the six months 

ended December 31, 1952 
(A.B.C.) 


Assheton Taylor and W. Alan 
Taylor, vice-presidents; S. F. Bell, 
hon. secretary; Robb Holland, 
membership secretary; <A. F. 
Moyles, reception secretary; K. R. 
Scrivener, press officer; Norman 
C. Peters, B.S.P.A. Bulletin editor; 
A. D. Pulsford, hon. treasurer. 
Members of the council are: 
Trevor Huxtable, Michael! Lyster, 
Harry Folkes, Leonard A. 
Copper, H. Firminger, Leonard 
Morris, H. K. V. Babbage, J. 
Chancellor, R, Sinclair, J. Walter 
Joseph, Eric N. Burleton, Miss O. 
Bloss and Miss M._ Lovell 
Burgess. 
Past presidents are Thos. H. 
Lewis and Stanley Townsend. 
The Association’s headquarters 
S now at 8 Hill Street, London, 
A 


Indian ‘Tribune’ 
has new office 


The High Commissioner for 
India, Lord Pethick-Lawrence, and 
Viscount Stansgate, were among the 
guests at the party given by The 
Tribune, the Indian-English language 
daily, to celebrate the opening of 
its London office at Salisbury 
Square House. 

Among other guests at the party, 
which was held at the India 
Club, were representatives from 
the Pakistan, Turkish, and Indo- 
nesian Embassies, the advertising 
agencies, and officials from India 
House. The guests were received by 
P. T. Chandra, former editor of 
The Tribune, and Miss Shrinagesh, 
a journalist and broadcaster. 

Good wishes to the 72-year-old 
journal were expressed by B. G. 

the High Commissioner for 
and by Lord = Pethick- 
Lawrence. 


SELL-ected circulation guarantees you readership among BUYERS 
who are paid to buy corsetry and underwear merchandise. 


Apply for particulars to 47 Hertford Street, Mayfair, London, W.! Tel.: REG 7557/8 
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TOVAL 1S NOW 240,000 


QO. How 1s it that 90,000 readers of 
the NEWS CHRONICLE (elt able 
to answer highly technical questions 
about heating and lighting in the 
second competition of the great Home 
Planning project being organised by 


the NEWS CHRONICLE ? 


A, Like the 150,000 readers who 
gave their views on basic planning in the 
previous week, they arelHome Wonscious. 

Like this same 150,000 they 
delight in puzzling over the relative 
merits of house fittings and equipment. 

They prove in their many 
thousands that they are keenly 
interested in such things and are 
therefore essential to any comprehensive 
marketing of domestic products. 
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Wa Lesting time draws nigh 


MARKET DATA 


“Do provincial newspapers pro- 
vide advertisers with the kind 
of marketing information they 
really want?” asked R. A. 
Gibbs, of Home Counties 
Newspapers, at the Publicity 
Club of London. 

The reaction from his audience 
was, perhaps, hardly what he 
expected, 

Speaker after speaker more or 
less ignored his question and 
emphatically demanded, not 
more market data, but more 
information about newspaper 
sales—first, certified net sales, 
then a breakdown to show 
where a newspaper is sold, and 
to whom. 

In principle, Mr. Gibbs agreed, 
but with the warning that a 
breakdown of sales can be mis- 
leading, as, for example, when 
many readers living in the 
environs of a city actually buy 
their copies in a city centre. 

Newspaper’s job? 

For market data there was no 
great show of = enthusiasm, 
though it was accepted that 
facts about a newspaper's cir- 
culation area can be useful. 

But Mr. Gibbs, in his opening 
address, had gone _ further. 
Should newspapers, he inquired, 
be prepared to help their ad- 
vertisers by undertaking con- 
sumer research on the local 
market for specific branded 
products? 

Speakers who did take up this 
point were not encouraging. 
One felt results might be in- 
validated by lack of a national 
standard of research procedure. 
Another doubted whether in 
every case investigations would 
be conducted with sufficient 
skill. Another questioned 
whether market research was a 
newspaper's job at all. 


Summing up 


This debate raises issues impor- 
tant both to advertisers and 
provincial newspapers. It 
matters to advertisers that con- 
fidence in market research 
should not be undermined, as it 
might be were too many novice 
cooks to stir the broth. It 
matters to newspapers that they 
should win and maintain the 
goodwill of advertisers by giv- 
ing them practical help. 

One can sum up by saying that 
what advertisers want primarily 
from newspapers is every ascer- 
tainable fact about their sales, 
and that it is probably better to 
leave market research to experts 
employed by advertisers. 


A* a newspaper man 
intensely interested in the 
status of the advertising busi- 
ness aS a whole, | have ob- 
served closely our progress in 
the last few years. 

During this time we have had 
to contend with tremendous diffi- 
culties, and now that we see a 
general easing of the situation, 
I think we can be justly proud 
that we have emerged from our 
tribulations with such credit. 

Looking through the advertise- 
ment columns of our newspapers 
to-day, it is evident that the 
standard has improved immeasur- 
ably since pre-war days. We owe 
this improvement to many things, 
and even the necessary evils, such 
as high advertising rates, have 
played their part. 

Considerable credit must go to 
the fine work carried out by 
various associations and commit- 

tees whose 
job it has 
been to see 
that the pub- 
lic can justi- 
fiably have 
confidence in 
the advertise- 
ments they 
read. Credit, 
too, must go 
to the organ- 
isations Te- 
sponsible for 
the initiation 
of the com- 
prehensive “Code of Standards.” 

High advertising rates, as I 
have already mentioned, have 
brought out the best qualities in 
the agency business. It has been 
realised that to justify the high 
outlay an advertisement must 
never fail to do its job well, and 
expert merchandising is essential, 
as Mr. Lancaster so ably illus- 
trated in this column last week. 

On reaching this strong posi- 
tion it is only reasonable to 
consolidate it. It has taken us 
yo many years to achieve our 
present status. It would be 
lamentable if in ten years our 
critics could say—"The morals 
of advertising lasted only as 
long as newsprint rationing.” 

That may sound an outrageous 
statement, but unless there is com- 
plete co-operation from all sides 
of the business to maintain our 
ethical standards, it could easily 
be true. 

What then must we do to 
ensure that we do not slip back? 

Some time ago in a speech I 
advocated the formation of a 
cabinet of advertising men, to act 


GUEST COLUMN! 
b 


y 
LESLIE W. NEEDHAM 
Director of Advertising, 


EXPRESS GROUP OF 
NEWSPAPERS 


as a voluntary head, a governing 
body, representative of the 
Various associations and organisa- 
tions who work to preserve the 
high principles we have set our- 
selves. It is an ambitious idea, 
I know, but | sincerely believe 
that it would provide the anchor- 
age we have so much needed. 
There are those who will say that 
we have in the Advertising Asso- 
ciation, a body that might well 
play this part, and I think the 
Advertising Association do in fact 
fill the gaps that yawn so ob- 
viously. But frankly I feel that 
the body I envisage would, by its 
constitution, be so representative 
and part of the existing organisa- 
tions, that it would be hoped that 


its discussions 


would not be 
hampered by 


any particular 
allegiance. 


There has been talk of the 
formation of a Code of Ethics 
for Advertising—a very desirable 
step. It is a development that 
would be to the benefit of every 
section and phase of the advertis- 
ing business, and would unques- 
tionably elevate our status both 
in the official and business worlds. 
It would also serve as an effec- 
tive answer to our critics. 

But what hope have we of 
achieving our ambitions under 
the existing arrangements? We 
need this representative authority. 

It is time that we had the 
courage to set aside our individual 
aspirations and work to a com- 
mon end. 

When we are free from our 
present restrictions, then will 
come the testing time. It is up 
to us to see that we have the 
strength to serve the best interests 
of our business, in spite of the 
temptations that will inevitably 
arise to lure us from our purpose. 


To-morrows TOPICS 


@ The report of the Miles 
Thomas development com- 
mittee, which will outline a 
three years’ project vlan for 
advertising, is expected within 
the next few weeks. The com- 
mittee has called for the views 
of various other Advertising 
Association committees, but 
has given no hint of what its 
recommendations wil] be. 


One of the leading advertis- 
ing agencies is preparing for 
sponsored television in two 
years’ time. Its principals 
contend that others who are 
trying “to beat the gun” will 
find themselves committed 
to plans and_ personalities 
just when use of a new 
medium needs to be most 
flexible. 


High level representations will 
be made to the Australian 
Tariff Board to prune the pro- 
posals submitted to them by 
Australian paper manufac- 
turers. Paper mills in the 
United Kingdom fear restric- 
tions in this, the most valuable 


export market for many types 
of British paper. 


@ Vigorous competition will 
develop among toothbrush 
manufacturers as a result of 


the introduction of new 
types of nylon bristles. 


® Provincial advertisers are 
adopting a stronger line on 
positioning in weekly papers. 
Already two weeklies have 
received an urgent request to 
withdraw their ban on illus- 
trations in front page adver- 
tisements. 


Fruit traders in the Mid- 
lands are discussing rules 
for “fruit by wire’ sales, 
similar to the scheme widely 
operated by florists. 


Cigarette manufacturers are 
watching the trend towards 
bigger “king-size” cigarettes in 
the United States. 

Plans for marketing an en- 
tirely different line are being 
completed by a _ leading 
cereal manufacturer. 


ROUND TABLE 


Fashion's first 
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Pictorial 


The Sunday Pictorial, with 

an average net sale of 5,128,887, goes 

into every third home in Great Britain. It 
is read by every adult member of the 
family during Sunday's hour of leisure 

It is read at breakfast, during the 
morning, after lunch and in the evening. 
Advertisements are seen again and again 


“— ~~ 7 eo 


on the best advertising day of the week. 


In an age of rising prices the Sunday 
Pictoria! scores where cost of space is 
concerned, too. Compared with 1939 
its square inch per thousand 

rate has increased much less 

than that of any other Sunday 


national newspaper. 
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S‘ ‘HWEPPES' soft drinks are 
2 advertised to the public 
in a witty and esoteric vein. 
The level of the humour ts 
Third Programme all the way. 
This advertising, we are told, 
aims less at the general mass of 
the public than at a “directive 
elite’ of men and women 
throughout’ the community 
who influence the tastes of 
those around them. 

Ihe idea that there exists a 
“directive elite,’ whether cailed 
by that or other names, 1s gener- 
ally accepted —or testumoniai ad- 
vertising would have long been 
consigned to the limbo of lost 
ideas, But in testimonial adver- 
tising the elile 1s brought on to 
a lignted stage, so to speak, and 
the audience is expected to ap- 
plaud en masse, It is quite 
another matter to go looking in 
the dark among the audience tor 
an elite whose very existence 
may be hypothetical. 


Nonetheless, that elites (or 
leaders of opinion) among ad 
vertising audiences may have a 
vital influence in certain: mar 
kets and the whole subject is 
worth looking into much more 
thoroughly, 

In one kind of opinion leader 
ship, for which | used the analogy 
of the stage, opinions are handed 
down from above. This is the 
kind of leadership exercised by 
leaders of fashion and nowadays 
usually helped along by advertis- 
ing. But advertising has also to 
reckon with another kind of 
opinion leadership that goes on 
concurrently with the first. In- 
stead of learning from our “bet- 
ters” we adopt opinions from the 
people around us, our own circle 
of trends and acquaintances 
Hence all the talk about “keeping 
up with the Joneses.” 

Sociologists are gaining more 
and more acceptance for the view 
that leadership by the Joneses 
has to a great extent ousted 
leadership by the voice of tradi 
tion and authority. Great social 
changes of this kind, gradual 
though they may be, obviously 
concern the advertiser as much as 
the politician or journalist. 

This informal opinion leader- 
ship is obviously pretty fluid. all 
of us giving and taking advice 
in some degree, but it is nonethe- 
less possible to see that some 
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A problem for advertising research: 


people make better Joneses than 
others. Mary, who cuts a dash 
with the boys, finds her new 
hair-de copied by her friends, It 
is Otherwise with plain Sue. The 
experienced motorist will be list- 
ened to more attentively than the 
inexperienced one, the chap who 
plays golf at scratch more than 
his neighbour at the bar with a 
handicap of 18; and the same 
obvious or more subtle distinc- 
tions of prestige can be found in 
many other spheres. 

So though the world is not 
divided neatly into leaders and 
non-leaders of opinion, it jis con- 
ceivable that we might pick out— 
setting our own limits—the top 
10 per cent or 20 per cent who 
have most influence in any one 
particular field on the opinions of 
those around them. It is these 
people whom wWe are going to 
call for convenience “opinion 
leaders,” recognising that they 
are not a sharply-defined group 
and admittedly setting the same 
kind of limits as when one talks 
of “regular purchasers” or “regu- 
lar cinema-goers.” 


Double impact 


By striking effectively at people 
of this kind advertising can have 
a double impact on public 
opinion as a whole. First there ts 
the direct impact on individuals 
throughout the community. 
Second there is an indirect impact 

we do not know how powertul 

when the word is passed on 
among friends and associates. 
Any attempt to aid this indirect 
impact must be a chancy affair 
so long as we have hazy ideas 
about the intelligence, interests, 
tastes and attitudes of people 
who lead opinion, There is no 
data from readership surveys to 
show how they can best be 
reached. And most of us would 
be hard put to answer any ques- 
tions about them of a _ psycho- 
logical nature, such as: Do they 
react favourably to testimonial 
advertisine? Or, Do they tend to 
be gluttons for information about 
the thines they buy? 

Research on opinion leaders 
would be well worth while if their 
influence is as great as seems 
likely. Some interesting evidence 
on this point comes from studies 
into the background of political 
elections. One notable piece of 
research showed that in all prob- 
ability the parties’ efforts to 


FINDING THE JONESES THAT 
PEOPLE KEEP UP WITH 


By STANLEY OREANU, 


research executive, Research Services Ltd. 


sway the individual elector are 
only effective when publicity is 
hammered home by “informal 
opinion leaders.” Obviously the 
relation between an opinion 
leader in politics and the party he 
is going to vote for is much closer 
than any parallel in the commer- 
cial field. Still the same kind of 
mechanism of opinion leaders 
passing on the publicity or adver- 
tising may operate. At least this 
is something to inquire into. 

But how, one might ask, are 
these so-called opinion leaders 
going to be identified? How can 
one possibly hope to pick them 
out from the mass of the public? 

If one were dealing with the 
people of a solitary village it 
would be feasible to ask everyone 
whom he or she took advice from 
on particular subjects. Then 
those individuals whom other 
people mentioned a lot of times 
would be our Joneses. The 
method seems pretty crude but it 
has been used successfully on 
a small community at Decatur, in 
the United States. The results 
were useful because they helped 
to validate a method of picking 
out opinion leaders from the 
great amorphous mass of the 
public at large. (My information 
about the Decatur Study comes 
from personal sources. So far as 
I know the results have not vet 
been published, at least in this 
country.) 

The Decatur Study covered the 
purchase of branded goods and 
therefore its results are directly 
relevant to our case. | understand 
there was very close agreement 
between the rating people gave 
themselves as opinion Jeaders and 
the rating they were given by 
others (as outlined above), In 
fact. the self-rating method 
worked very well in most cases. 
in spite of the temptation to 
eXaggerate the importance of 
one’s own opinions, If the find 
ing of this study are confirmed 
by further work, we shall have a 
reliable and handy way of sing- 
ling out opinion leaders in the 
normal run of advertising and 
marketing surveys. 

Some exploratory research is 
needed in this country We can 
be sure at the outset that opinion 
leadership will turn out to be a 
stronger force in some markets 
than in others. It is likely to be 


most potent where people feel 
the need for guidance and leader- 
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ship because they lack experience 
or “know-how,” or are anxious 
not to lag behind the fashion. 


Which markets? 


After venturing this far into the 
unknown one is tempted to go a 
little further and suggest a few 
of the markets that might repay 
study from the point of view of 
opimon leadership. Taking “fash- 
ion” in its most colloquial 
sense, We might find it worth 
while getting to know more about 
the kind of women who set most 
ears agog at the tea-table or 
factory bench. Perhaps men in 
the field of fashion present even 
more of an enigma, in relation to 
both the swift flight of women’s 
fashions and the heavy tread of 
their own. There is plenty of room 
here for imaginative research. 

The question of health is an- 
other subject on which guidance 
is readily sought and readily 
given, and therefore a likely field 
for research. It would be most 
interesting to see a study into the 
leadership of opinion on “how to 
keep fit” that took into account 
all kinds of health preparations, 
including products like food 
drinks with a dual appeal to 
health and enjoyment. 

Sometimes the opinion leader 
appears in the guise of the 
amateur connoisseur. He is too 
rare a bird to concern most 
advertisers, but he raises. the 
interesting question as to how far 
people feel the need for guidance 
on good taste outside the range 
of such luxuries as wines and 
antiques. How far is there any 
effective leadership of opinion on 
minor luxuries Where a few pence 
can ‘buy “class,” as in the case 
of chocolates or light ales or 
prepared coffees? 

The relation of men and 
machines provides other cases for 
investigation, among motorists, 
for instance, or users of electrical 
equipment around the house. 
Another case where informal 
opinion leadership must count for 
a good deal is the market for 
sports equipment. And yet an- 
other, and perhaps the most 
amenable to research, is the mar- 
ket for life insurance. where we 
are likely to feel strongly con- 
scious of the need for “sound” 
advice. 

Many other suitable cases will 
doubtless occur. I have picked 
out just a few to show how wide 
a field is involved 
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Jones said, 
holding up some artwork, 
“ But the lettering we must show 
Where we think that it should go, 
And be quite prepared 
to move it, x). ve Ve 


Should the client disapprove it.” 


Quickly, someone, spare the groans, 
Get some Kodatrace for Jones. 
Show him lettering done this way. 
Superimposed on overlay. 
Move it this way, move it that, 


Till you’ve got the position pat. 


You’ll save artwork, 
time and face, 
Making use of Kodatrace. 
A KODAK PRODUCT 


THE MODERN TRACING FILM 


Supplied in 30° and 40° widths in rolls of 20 yards 
and half rolis of 10 yards. 


Sole Distributors : W.C.STemn 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. 


—_—— SS 


ad Wiis: 
SOLD FLAKE 


48,000 of, these display units were produced by automatic 
screen process printing, with ten variations of copy-matter 
and colour. Carrying dummy cartons they fold completely 
flat for packing. 


Another job well done by... 


F 
décor ADVERTISING 


24 GLOUCESTER STREET, BRISTOL 2 - TELEPHONE 26817 . 20460 


ADVERTISER'S WEEKLY 


| SPECIAL a 
FUL 
COLOUR 


POSITIONS AVAILABLE TO 
ADVERTISERS IN 


ROYAL A/R Fi ORCE REVIEW 


£120 per page single insertion 
5°, discount for 6 insertions 
10°, discount for 12 insertions 


Photogravure throughout 


No blocks required 


The Air Force Magazine 
with nearly 50°, of sales to civilians. 


Air Ministry and civilian distribution of 
this month’s issue exceeds 70,000 copies. 


* 


From March Ist the Review will be 
known as the 


ROYAL AIR FORCE 
FLYING REVIEW 


* 


Royal Air Force Flying Review offers advertisers 
the biggest sales in the aeronautical field and 
is, in addition, widely used by national adver- 
tisers of men's consumer goods. 

Write for specimen copy and full particulars 
of The ‘Royal Air Force Flying Review’ 
the Journal of the Royal Air Force, sponsored 
and distributed by the Air Ministry to service- 
men at home and overseas, and sold by all 
newsagents and bookstalls. 1 /- monthly. 


ROYAL AIR FORCE REVIEW LTD. 
180 Fleet Street, London, E.C.4. Telephone CHAncery 8844 
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ADVERTISER'S WEFKLY 


These problems must be faced 


Does the educational training open to the young advertising man to-day sufficiently 
aid him to become the kind of qualified executive modern advertising needs? 
think the answer to be no. 


By the Editor of “‘Advertiser’s Weekly” 


OMETHING like a 

quarter of a century has 

passed since the pioneers 
of education for advertising 
took the first tentative steps to 
establish recognised standards 
of qualification and organised 
tuition. By 1930, both the 
Advertising Association and 
the Institute of Incorporated 
Practitioners were conducting 
examinations and had had 
several years’ experience by 
which to assess the value of 
their syllabuses. 

To-day, 23 years later, although 
examination standards are higher 
ad syllabuses have been revised, 
the framework of the educational 
system is unaltered. 

Yet. in advertising, these years 
have seen great changes, rhe 
fathers of the craft—Crawford., 
Higham, Thomas Russell and 
their contemporaries have had 
their day, had their say, and 
passed on. ‘Their concept of ad- 
vertising, adapted to the circum 
stances of modern times, has 
become part of the accepted 
credo. To-day, the technologist 
has taken the place of the seer. 
Advertising has outgrown its 
huckstering adolescence and 
attained at least a measure of 
maturity. It has found its true 
role as a Weapon in the armoury 
of marketing. But it is only one 
weapon. Wizardry with words and 
pictures is no longer enough. The 
advertising man must also be an 
economist, a psychologist, a 
master of the whole technique of 
distribution and salesmanship. He 
must be a consultant in marketing 
as Well as an executant in adver 
tising, and as such must be fami 
lar with all the weapons, and 
must be trained in their nature 
and their use. He must learn to 
plan, to co-ordinate, as well as to 
practice, the arts of propaganda 

Does the training open to the 
young advertising man to-day 
sufficiently aid him to become the 
kind of qualified practitioner 


POLICY PLATFORM— Education for Advertising 1 


(using the word in its broadest 
sense) that modern advertising 
requires? That is the question 
many are asking themselves. For 
if it does not, there must be 
something amiss. 


aa a * 
HERE js a keen wind of self- 
criticism blowing among 

those who concern themselves. as 
Organisers, lecturers, examiners 
or students, with education for 
advertising. With it comes an 
urge to examine, to experiment, 
to improve. This urge can only 
arise from a consciousness of 
inadequacy. 

To inquire what is wrong im- 
plies no unkind criticism of those 
who give so unstintingly of their 
time and energy to organise and 
instruct, nor to belittle the merit 
of their work. They give of their 


The ourpose of these articles is 
to survey present methods of 
education and qualification for 
advertising and subject them to 
constructive criticism. 

The first poses the problems to 
be faced and asks some pertinent 
questions, 

The second will describe the 
Advertising and Institute sylla- 
buses and examinations, and 
facilities for tuition. 

The third will suggest a new 
organisational basis for education 
to overcome the disadvantages of 
the present dual system. 

The fourth will outline a plan 
for a “College of Advertising” to 
train adequately future leaders of 
the advertising business. 


best for little or no reward, and it 
is from them rather than from 
any other quarter that comes the 
urge to progress, Such questions 
as this are being asked. 

ls the machinery for education 
and qualification in advertising 
appropriate to the present struc- 
ture and needs of the advertising 
business? Or has the time arrived 


iN TOWNS 


If they are right, what more is required? 


to strengthen and rationalise it? 


quality of the present machinery. 
For reasons that will presently be 
od, the Advertising Asso- 
ciation and the Institute conduct 
their separate examinations. 
this necessary or justifiable? Does 
it involve needless waste of effort 
by organiser and students? 
Although the Institute is affili- 
» Advertising Associa- 
. their educational work has 
litthe formal co-ordination. ~ 


independence in this and in other 
Both bodies recognise, 


educational! matters, and there are 
indications that their identity of 


greater degree of co-operation. 


NOTHER problem is raised 

by doubts as to whether the 
machinery is capable of the tasks 
it is expected to perform. If j 
, it can hardly be expected to 
with additional 
1s the standard of tuition always 

as high as it should be? 


Is there effective co- 


Is the end-product right? 
the men and women who qualify 
as Diploma Holders or Institute 


tial executives advertising needs 
to provide the kind of service in- 
dustry requires and expects? 


enough of them? 
the defects in the system of study? 
problem is not one 
of competence, 
There is no lack in advertising of 
men and women who are tech- 
nically proficient and who have 
a sound grasp of theory. 
much credit is due to the exam- 
What does seem to 


If no, what are 


Management potential. 


THROUGHOUT 
Send for booklet giving full details of facilities available 
CIRCULAR DISTRIBUTORS LTD. 


21 LEIGH STREET, 


Frepruary 5, 1953 


thing more required from educa 
uon to remedy that lack? 

Many consider that there is. 
The advertising executive to-day, 
they say, shouid, and often does, 
function at a much higher level 
than in the past. The advertising 
manager should operate either at 
director level or have direct access 
to bis Board, The vendor of space 
must be able to talk to the buyer 
in the buyer's language which 
means that he must understand 
advertising to the full 

The advertising agent, be he 
director or account executive, 
should share the innermost secrets 
of his client, and so be in a posi- 
tion to offer informed advice. He 
must be able to collaborate with 
industrial top-management on 
terms of equality. To do so he 
must not only be an expert in ad- 
vertising, but be versed in econ- 
omics, in marketing strategy, in 
product design. Since advertising 
1s only one of the means of sell- 
ing, he must be a marketing con- 
suitant. He must know ail the 
answers, and be able by the force 
of his personality and the depth 
of his knowledge to convince top- 
Management in industry that his 
answers are the right Ones. Also, 
he must be able to plan and 
Organise, not merely an advertis- 
ing campaign, but a complete 
selling campaign for a product, a 
service or an idea. 

If an advertising executive 
must Operate at this level, it 
follows that his training must pre- 
pare him accordingly. In this it 
must reinforce practical experi- 
ence where reinforcement js most 
needed. Experience is, of course, 
essential, but, however compre- 
hensive, it must in the case of 
each individual have its inevitable 
limitations. The student must 
learn to think at the level where 
he aspires to function. One has 
only to peruse the final examina- 
tion papers of the Advertising 
Association and the Institute to 
realise that up to a point their 
syllabuses do constitute such pre- 
paration, But only, many believe, 
up to a point, Something more 
is required. 
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OW important this may be 

to the future of advertising 
as a vocation can readily be 
understood. The status of adver- 
tising, and thus the status of those 
engaged in it. must depend on the 
quality of the service it offers. 
That service now is unequal. At 
its best it is magnificently compre- 
hensive and efficient. At its worst 
it Is a travesty. Its quality depends 
entirely on the calibre and train- 
ing of the men and women who 
give it. Ensure that they merit 
the status they should have, and 
the whole Standing and standard 
of advertising is 5 raised. 


Set Tv. A OH 


LIVERPOOL 1, (ROYAL 8861) 
MADDOX HOUSE, 216/221 RBGENT STREET, LONDON. (REGENT 1081) 
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A |6mm film in colour will 

be loaned or demonstrated 

to you on application to 
the address below. 


FOR FURTHER DETAILS APPLY TO: — 


. 

eee 
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eee cee coe %e° 


For an outlay of as little as ten 
pounds per week for 52 weeks 
you can cover eight million 


potential buyers of your product. 


ADVERTISER'S WEEKLY 


The ideal medium for 
short term campaigns. 
* 


THE ROYAL 
AGRICULTURAL SHOW 
July 7th to 10th, 1953 
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ADVERTISER'S WEEKLY 


* 
. 


The Frujade poster debate continues, 


such campaign. He heads his article — 


S creative controller in the 
Frujade campaign, Mr. Wad- 
man calls in George Brzezinski 
(Karo) to brief him for a poster 
design. This dialogue takes place: 
HW You realise, George, that 
you are stepping in where 
an angel has publicly 
stated that he fears to 
tread? 
KARO You mean Abram Games 
has turned down the 
commission to design a 
Frujade_ poster, 
Yes and for excellent 
reasons. The subject does 
not excite him, and he is 
not even sure that visually 
we are on the right track. 
KARO Well, what track are we 
on? Just refresh my 
memory, 
I have laid down as highly 
desirable that the chief 


HW 


HW 


. 


for the Heart of Kent- 


SOUTH EASTERN 


GAZETT 


HEAD OFFICE - - MAIDSTONE 
LONDON - 60 FLEET STREET 
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Towards a poster 


without quite getting there 


On 


1o 


tion. 
Karo’s rough. Karo 
failed 
Wadnian 
answer lies in one 

fruit projection 


HW 


HW 


the 
poster 
Peter 
staff 
Greenlys. 
Howard 


considers 


visualiser of 


KARO 


KARO Buz limitations 


right is a 
design by 
Coleman 


that 
Wadman 
nearest 
right solu 
On the left 


10 CONVINCE 
that the 


image to be used for the 
first year of the campaign 
should be a tablet being 
dropped into the glass and 
effervescing there. I have 
asked that the technique 
to be used should bring 
out the feeling of mid- 
summer gaiety: JI want 
the whole campaign to 
sparkle with youth and 
sunshine 

And now you want 
that in a poster? 

As a matter of fact, I 
want more than that. 
Later on, TIl describe 
what I can see in my 
mind's eve in the hope 
that you will be able to 
see it You know, 
that I don't 
regard a poster as a 
supreme work of genius 
that can only be produced 
out of the lonely com 
munion of the artist with 
his maker. It is a simple 
wb of craftsmanship, and 
craftsmanship thrives on 
limitation 


all 


1 
so 


George, 


shouldn't 


be artificially imposed, 
should they Somehow 
an art director has to 
find a nice balance be- 
tween fii § wre duc ihle 
needs as an advertising 
man and the just-as-real 


Need of an artist to find 
his solution to a 
problem 

Im not sure that 
us can afford our 
solution to 


own 
any of 
“own"™ 
invthing. But 
I grant you that what an 
art director needs above 
all is the capacity to 
throw overboard his own 


conception if the artist 


In the last article, Abram Games explained his reasons for declining the commission. 
this, the eighth article in the series, which demonstrates the planning of a campaign for a new fruit drink in tablet form, 
HOWARD WADMAN, creative controller, Greenlys Ltd., reveals more of the brain battle that goes into the making of any 
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should turn up with some- 


thing better. And by 
“better” 1 = mean _ not 
merely a design that is 


aesthetically more pleas- 
ing, but one which more 
effectively embodies the 
advertising theme.  Re- 
member that an art direc- 
tor is no more his own 
master than the poster 
artist is. They are both 
the servants of an idea. 


KARO / aeree with most of that. 


HW 


KARO 
HW 


One thing intrigues me, 
however. Games seemed 
to feel that the Frujade 
proposition in its earliest 
phase was not one that 
lent itself to the abstract 
designer. He thought it 
called for strict realism. 
And yet you now invite 
me to design a poster 
and I am clearly a worker 
in the formalist — style 
rather than that of, say, 
Fk. C. Harrison. 

That is true. No one will 
ever shake my profound 
regard for Mr. Harrison's 
work, nor my conviction 
that “realer” than real life 
if often a good ploy in 
what one might call ad- 
manship, particularly 
when everybody else is 
going South Bank. But 
with Frujade I think there 
is a clear case for 
“modern” treatment. 

! am elad to hear it, but 
tell me why. 

Well, that leads me to 
what I see on the poster. 
I see three fruits sus- 
pended in a row. Slices 
or drops of juice are fall- 
ing from each of them 


and as they fall are turn- 
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“ADVERTISER'S WEEKLY” CONFERENCE OPINION POLL COMPETITION 


OBJECTS 


lo find out what kind of Conferences advertising people really want. 
To stimulate interest in advertising conferences generally and the Eastbourne Confereree in particular. 


PRIZES 


(Given by ADVERTISER'S WEEKLY) 
Open to All Competitors 
A FIRST PRIZE OF £25 
Five OTHER PRIZES oF £5 


Ten free registrations for the Eastbourne ¢ onference, or, for those not attending the © onterence, cash consolation 
prizes in lieu, are also offered to competitors under 30. 
(Winners of any prize may nominate another person or organisation to receive ut. This provision is intended to 


encourage entries from directors and executives who might not be personally interested in a cash award, but whose 
entries are desired in order to obtain a balanced cross-section of opinion.) 


7 sre 
JUDGES 
\. EVERETT JONFS, Fsq., Charman, Eastbourne Conference Organising Committee: 
Vanaging Director, veretts Advertisiny 1 td. 


LFSLIF FF. ROOM, 'sq., Director-general, The Advertising Association 
THE EDITOR OF « ADVERTISER'S WFFKLY.” 


RULES AND INSTRUCTIONS 


Competitors, to be eligible for a prize, must complete a// sections of » Compieted entry forms should be addressed to The Editor, 
ntr 7 . p rer the questi “ , ’ : 
the entry form, and answer the questionnaire in full Advertiser’s Weekly”, 150 Fleet Street, London, E.C.4. Envelopes 
Prizes will be awarded on the merits of the suggestions only should be marked “Competition 
ompleting the questionnaire, please write in the space pro 
either “A” “B”’ or “*¢ . * or “No”, as the case may b« 4. Decision of the judges must be accepted as final 


you cannot answer yes or no, write “Doubtful.”” Only in Question 
{ are you asked to give ‘ “RB” and “C”—ell three—in your order Results of the Competition will be published in “Advertiser's Weckly"’ 


of preference m April 25rd. Winners of free Conference registrations will be notified 


1. Closing date for the competition is Monday, March 23rd. EP ntric as early as possible after March 2ird. Prizes will be presented during 
received later wiil be disqualified the Pastbourne Advertising Association Conference 


. ry y . 
ENTRY FORM 
\s itis desired to obtain an occupational breakdown of replies to th 
questionnaire, please indicate which of these classifications covers your 
work. Place a cross against the one appropriate 
The Advertiser Side Supphers (Printing, Process 
Advertising Agen Pngraving, Display, Ad 
Publishing Publisher Publisher vertising Films, Art or 
Advertisement Department, Advert hotographic Studio) 
isement Representation 
Outdoor Advertising Art and Design 
Direct Mail 
Public Relations 


NAMI 


\bDDRESS 


Any other category 
State if under/over 30. 


GIVE, IN; NOT MORE THAN 180 WORDS, A SUGGESTION FOR IMPROVING ADVERTISING 
CONFERENCE ARRANGEMENTS OR PROGRAMMES 


Prizes will only be awarded for these suggestions but the Questionnaire overleaf MILST be completed to qualify for a prize. 
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CONFERENCE POLL QUESTIONNAIRE 


Write only Yes, No, Doubtful, A, B, C or D, except in Question 4, where order of preference should be given. 


1. Would you prefer: 
(a) A week-end C onlerence (Thursday evening to Sunday midday)’ 
(h) A conference from Monday to Friday? 


2. Do you think Conferences should be held: 
(a) Always in or near London, e.g., Brighton, Eastbourne or Margate? 
(b) Alternately in the London area and in a provincial centre, e.g., Manchester, Leeds? 


Are you prepared to travel from North to South, or vice versa, to attend a Conference? 


3. Do you think an Advertising Association Conference should be: 
(a) A whole series of conferences within a conference, ie. each organised group, agents, direct 
mail, press, film, Creative Circle, etc., having its own conference, 50 that several proceed 
simultaneously ’ 
(hb) A streamlined conference comprising a series Of main sessions, such as the one held at 
Brighton last year? 
(c) A combination of main and sectional sessions, as at Margate and Buxton? 


4. Which aspect of a Conference means most to you? State your order of preference. 


(a) The broadening of your business and social contacts by means of organised social and 
recreational events, such as receptions, luncheons, dinners, golf, outings etc. 

(b) The opportunity to hear high-level addresses on subjects of advertising interest. 

(c) The opportunity to hear and contribute to discussions on controversial subjects of concern to 

advertising. 


5. If vou brought your wife, would she like to attend the business sessions’ 


6. In the main Conference sessions, would you prefer to hear: 
(a) Celebrities like Cabinet) Ministers, authors, industrialists, educationalists. speaking on 
advertising as it affects the country socially and economically? 
(b) Speakers drawn from the advertising and associated businesses, chosen as experts on their 

own subjects? 


7. Which do you consider the mios/ important purpose of an advertising conference: 
(a) To boost advertising in the eyes of advertisers? 
(h) To ratse advertising in public opinion by explaining how it works and stressing its sense of 
social responsibility? 
(c) To educate those within and associated with the advertising business and enlarge their 
understanding of their own \ocation? 
(/) To provide an opportunity for people representing all sections of advertising to meet and 
vet to know each other? 


Which do you consider tae best Conference sessions: 
(a) Those in which the audience can participate, such as quizzes, debates, free-for-all discussions? 
(hb) Those in which there ts a speaker (or speakers) and litthe opportunity for discussion” 


Assuming you attend a Conference: 
(a) Do you think the trade press covers advertising Conferences in sufficient detail to supply as 
ample record as you need? 

(hb) Do you think it desirable for the proceedings of a Conference to be published in extenso by 
the Advertising Association, bearing in mind that such publication in volume form could not 
take place until some months after the Conference? 

(c) Would you personally find time to read a volume as described in question (+) 


If you are unable to attend a Conference, and you are completely dependent on published records, 
what would be your answers to the above questions 

, (a) 

(b) 

(c) 


11. Do you think it desirable to provide every delegate with a Conference badge, bearing in mind that this 
represents a substantial charge on the registration fee’ 


Would you wear such a badge, bearing your name, if provided’ 


ADDITIONAL COPIES OF THIS FORM CAN BE OBLAINED FROM “ADVERTISER'S WEEKLY” 
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ing into Frujade tablets 
which drop, eacn One into 
a different glass. Now, 
that metamorphosis can 
not be treated realistic- 
ally It is a fantasy-—it 
iS a Poetic statement of 
what the Frujade process 
does to fruit, 

KARO /'m hanged if 1 can see 
it working as a design. 
Why not simplify it down 
fo one fruit, Say an 
orange? You will get far 
greater impact. 

HW But that would fix Frujade 
in people’s minds as an 
orange drink 

KARO There will be lots of other 
advertising in press and 
cinemas to show them 
that it isn't. 

HW My dear George, the 
poster cannot abdicate 
from its job of explaining 
what Frujade is, in favour 
of a designer's fetish 
called “impact.” Frujade 
comes 1n five flavours, but 
I feel that three fruits will 
sufficiently suggest the 
variety. The minimum 
wording I will stand for ts 
“FRUJADE—a tablet 
makes a glass.” 

KARO You haven't given me 
much freedom for 
manoeuvre. 

HW ~ Freedom is a necessity of 
the artist and the ruin of 
a designer. I have called 
you in to design a poster, 
not create a work of art. 
Do I sound insufferable? 
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KARO Nor more than usual, 1 
will show you some 
bashes to prove how 
wrong you are, 

It would be nice if the sequel 
to this dialogue were a real solu- 
tion to our problem, but life ts 
not like that. Karo believed that 
the answer lay in the direction of 
his one-fruit projection, and very 
properly he stuck to his guns. But 
I was not convinced and that put 
me in a quandary. 

A creative chief is wise if he 
asks himself from time to time 
“Am I being pig-headed? Am 1 
frustrating the creative talent of 
others?” But equally he must 
never forget that he is spending a 
lot of other people’s money and 
he should never pass a design 
merely to keep the peace or “get 
things moving.” 

In the Frujade campaign the 
poster is a pretty important brick 
in the total fabric. Its job is far 
more than that of a “reminder.” 
It must help to explain what 
Frujade is, and colour gives it a 
great chance to serve this purpose 
extremely well. 

| gradually came to the con- 
clusion that since the aim of the 
poster was so clear, and the pos- 
sibilites of variation so limited, 
a different method of approach 
was needed. In short, I knew 
what | wanted, and therefore it 
was pointless to call in a well- 
known designer with ideas of his 
own It was a clear case for 
briefing a staff designer inside the 
agency, who would produce, not 
a strongly individual work signed, 
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tablet fruit drink 


Two experimental roughs by Peter Coleman 


as it were, with his own style, bur 
a straightforward and anonymous 
piece of hard selling 

The roughs you see are the first 
steps in this direction, The overall 
background colour is deep green 
grading up to a highlight of bril- 
lant lime, fruits in heightened 
natural colour, (We are having 
great trouble with the raspberry; 
it won't slice in proportion with 
the others.) 

In my view it al! needs rather 
more formalisation This trick 
will strengthen the design (our 
old friend “impact” again) and 
will help, by lifting the conception 
out of the realm of realism, to 


bring about the “willing suspen- 
sion of disbelief” which ts said 
to be the prerogative of the stage 

In the mind of the beholder we 
are aiming at this reaction: “I see 
that the picture is not meant to 
be taken literally, but J] under- 
stand that this, in effect, is what 
Frujade isthe juice of fruit 
compressed into a tablet which 
effervesces in water and makes a 
fruit drink.” 


We are on our way to a poster. 


4m February 19. C BK Bagg, of 
Rumble, Crowther & Nicholas Lid., will 
dicuss mechanical production of = the 
Frujade ads. 


Reprinted from 
The Lady 
2ird April, 188 


For rates and full particulars apply to 


The 


celebrates its Sixty-eighth Birthday 
on February 19th 


Forthcoming Special Issues . 
Spring Number 
Coronation Number 


THE LADY —always in touch with the ““ MODERN” 
trend—now starts its 69th year with all the advantages of 
its years of experience—remaining young in outlook and 
still reflecting the world of today to women of all ages— 
and invites you to share in its success by using its 
columns during 1953. 


March 26 


Miss G. E. Careless, Advertisement Manager, The Lady Ltd., 39 40 Bedford Street, London, W.C.2 


May 28 


Reprinted from 


‘ind January 1087 
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* 

Note: Picture Post went 
from 6d. to 4d. on August 
23rd. A.B.C. figure for full six 
months, July — Dec. (including 
7 weeks at 6d.): 996,746. 
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In the first of a new series 
of monthly articles on the 
paper problems of adver- 
tisers, a contributor gives 


practical 
choice of— 


DAPER in various forms and 

qualities will play a large 
part in Coronation  celebra- 
tions. As a raw material for 
designers and printers it will 
form the vehicle for much ol 
the colour which this great 
national celebration will inject 
into national life in the summer 


Paper is such a familiar pro 
duct that insufficient thought 1s 
apt to be given to its most effec 
tive use, with the result that some 
of the printed publicity issued on 
important national occasions, and 
even for everyday commercial 
purposes, does not reach the 
standard that could be attained 

This is the first of a series of 
articles in which the properties 
of particular types of paper will 
be briefly described. First, how 
ever, the prospective user of 
paper, whether he is concerned 
with tons or reams, will be well 
advised to consult his paper sup 
plier and printer. 

For the souvenir numbers 
which periodicals and magazines 
will publish to mark the Corona 
tion a range of suitable printing 
papers is available. For high 
quality colour work and fidelity 
of half-tone reproduction, brush 
coated papers will invariably give 
the best result. The body paper 
for these qualities is made up of 
esparto grass fibre or of vary 
ing proportions of esparto and 
chemical wood pulp 

Most print users will be aware 
of the fine printed work which 
can be done on art paper. These 
papers are coated on one or both 
sides of the sheet after the body 
paper has been made. The coat 
ing usually consists of blane fixe 
satin white or china clay, mixed 
with hydrolysed starch or casein 
This is to ensure that the mineral! 
adheres firmly and will not “pick” 
or “lift” in printing 

In colour printing, to ensure 
accurate register, dead square 
cutting of the paper ts essential 

The fine screen dots of half 
tones are reproduced with great 
fidelity by the smooth absorbent 
surface which such papers pre 
sent Sometimes objections are 
raised to the “glare” which print 
ing on art Papers produces, but 
aualities with a matt or semi-matt 
finish are available and = good 
printing results are obtained with 
them 

A relatively new class of paper 
in the coated category is repre 
sented by machine coated, first 
popularised in the United States 
and introduced in this country 
some 10 years ago. This type of 
paper differs from real art and 
imitation art in that the mineral! 
coating is applied to the paper 
during its passage through the 
drying cylinders of the pape 


advice on the 


machine. Because of this com- 
bined making and coating pro- 
cess, this paper can be produced 
more cheaply than a real art 
Paper and very good results have 
been obtained in better class 
illustrated pegodical work, cata- 
Jogues, magazines and books. 

Imitation art is a widely-used 
substitute for the More expensive 
genuine art paper and will be 
found useful for Coronation 
printing and publicity where price 
is a limiting factor. Most of the 
best grades are pure esparto 
papers with a high percentage cf 
china clay coating. The highly 
glazed and close, even finish is 
excellent for half-tone and colour 
work. This finish is obtained by 
passing the web through machine 
calenders fitted with ~~ water 
doctors, the paper being water 
finished on both sides. 

The Coronation wili offer many 
opportunities for printing with 
metallic inks—gold, silver and 
aluminium. The most suitable 
paper stock for reproduction of 
metallic inks is the coated cate- 
gory, For direct letterpress the 
best results are usually obtained 
with a firmly-sized coated paper, 
with a good finish—art papers 
and boards, bright letterpress 
chromes, ete. Printed on these 
papers metallic inks retain their 


Papers for Coronation print 


(By Our Paper Trade Correspondent) 


maximum reflective power. For 
great brilliance of tone the bronz- 
ing process is highly effective. 
This involves the printing of a 
varnish medium which can be 
applied either by letterpress or 
litho and subsequently putting the 
sheets through a bronze duster. 
In this work a well sized coated 
paper or board will give good 
results, as it assists in holding up 
the varnish on the surface of the 
paper until the metailic powder is 
applied 

For their Coronation work 
print users also have the choice 
of a range of metallic papers. 
Gold, aluminium, ete., metal- 
lined papers are manufactured in 
bright and matt finishes, plain 
lined or embossed with patterns 
These papers have the added ad- 
vantage of being treated to resist 
finger-marking and corrosion. 
These qualities render = such 
papers eminently suitable for pro- 
gramme covers and brochures 
prepared for outdoor and indoor 
celebrations. Gold and aluminium 
are standard colours and many 
of the other metal-lined papers 
and boards match up very closely 
with the selected Coronation 
colours. 

Many varieties cf seals and 
brand labels, punched out in 
Coronation symbols — crowns, 


Union Jacks, flags and other 
appropriate emblems —can_ be 
produced from metallic papers. 
Metal seals are manufactured 
from metal-coated and lined 
papers, usually in the reel, each 
motif or seal being punched to 
shape and boxed. 

Posters will have their part to 
play in the national celebration 
and here also suitable papers will 
enhance the appearance of the 
finished job. There are several 
types of miachine-finished and 
supercalendered printings which 
can be and are used for billpost- 
ing, but a poster paper is gener- 
ally taken to mean a machine- 
glazed product. The well estab- 
lished advantages of this latter 
type are that type and illustrations 
print sharply and stand out more 
clearly on the glazed surface of 
an M.G. paper and the rough side 
pastes more firmly to the hoard- 
ings. These papers offer compara- 
tive freedom from stretch, which 
facilitates use on _ high-speed 
multi-colour rotary litho machines. 

Among recently developed 
specialities is a fluorescent coated 
paper which can be used with 
any standard printing process. 
This makes possible the repro- 
duction of illustrations on the 
fluorescent background of the 
paper. 


How photocomposition will 


advertising technique . . . 


HOTOCOMPGSITION | ts 

a method by which printed 
characters are transferred to 
paper without the intervention 
of metal type, by the use of 
photography. 

While experiments have gone 
on for fifty years, and a number 
of machines have been produced, 
it is in recent years only that the 
idea has assumed commercial 
significance. 

Photocomposition’s main ap 
plication is in the rapidly growing 
field of lithographic and photo- 
gravure printing where, if 
adopted, it would be a means of 
cutting magazine production 
costs, and therefore would be of 
considerable interest to adver- 
Users. 

At the moment the production 
of the million-sale periodicals 
presents a paradox. While they 
are printed by the most up-to- 
date processes the method of 


setting is cither the same as in 
Caxton’s day (by hand) or has 
not changed for fifty vears, in 
essentials, since the introduction 
of metal typesetting machines. 
The metal type used in litho- 
graphy and photogravure ts inci 


dental. It is set up as for letter- 
press, but not to be printed from. 
Its function is to produce one 
200d proof only for photograph- 
ing On to the printing plates. So 
millions of types are set up each 
week in the big periodical print- 
ing houses to produce single 
prints—ciearly a wasteful and 


PRINT FOR 
ADVERTISERS 
== 2 == 


costly business. A photocompos- 
ing machine would produce the 
positive which could be printed 
down on to the plates without the 
use of metal. 

There are a number of 
machines in existence, but so far 
they have not been adopted on 
any scale in this country, It is in 
America that the greatest strides 
have been made 

But are these machines a com- 
mercial. proposition? Are they 
eth clive? 

A number of critics say they 


affect 


. by ROGER DARCY 


cannot replace the hot metal 
composing machines, but it must 
be remembered that there are 
certain vested interests in metal 
types. 

In any case, the proof of the 
pudding is in the eating. Work 
has been produced on machines 
in this country and the more 
detached members of the printing 
trade see a great future for them. 
In the United States photocompo- 
sition has definitely arrived. More 
than 40 of Intertype’s Fotosetters 
are now in commercial use 
throughout the States. They are 
being used in offset and gravure 
houses to produce book work, 
catalogues, labels, advertising 
text and disolay, travel folders, 
magazines and house organs, 
letterheads and stationery. 

In addition, they are being used 
to produce letterpress plates and 
silk screen stencils. There is at 
least one trade photocomposing 
house. 

The main machines available 
are as follows: 

The Hadego, of Dutch inven- 
tion but produced in the United 
States, is intended mainly for 
display setting. It nhotographs, 
by means of quickly set reduc- 
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The customer 
is on our Staff! 


THE MOST IMPORTANT PERSON in the Gee & Watson 
organisation is the customer. Our internal contact 
staff, each of whom is responsible for not too large 

a group of clients, think in terms of the customer — 

indeed, they represent the customer in our organisa- 
tion.* This helpfulness, combined with the zest of 
our craftsmen to produce commendable work, make "aia 


Gee & Watson service as important to our customer 
as ke is to us. 


* Typical of scores of letters in similar vein, this 
appreciation from a client was received by one of our 
inside contact staff: “* May I take this opportunity 
of saying how much we appreciate the personal 
interest you have taken in our blockmaking and 


typesetting problems”. 


Service in the Spirit of helpfulness 


Gals CoWAUSOM 


111 SHOE LANE LONDON ECS Central 6555 Fighteen Lines 


Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 


Process Engravers, Creative Artists and Photographers 
Advertisement Typesetters, Electrotypers, and Stereotypers 
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Learn more about 


Type Strategy 
FROM VINCENT STEER’S monumental book 


PRINTING DESIGN AND LAYOUT 


HE 26 soldiers of lead in their myriad forms are the batta- 

lions which win or lose the battle of advertising. This book 
tells you how to deploy your types successfully. The chapters on 
The Limelight of the Layout, The Principles of Type Selection, 
Dramatising the Advertiser's Message and the Details of Fine 
Typography will give you vital information which will enable you 
to become a master strategian in “Operation Type”. Sir Francis 
Meynell says: “I have read many books on the subject and once 
even wrote one myself. I make no exception when I say that 
Mr. Steer’s seems miles the best’. 428 pages, size 11” * 84" 
HERE ARE SOME OF THE SUBJECTS COVERED IN THE 17 CHAPTERS 


TRAINING THE MIND TO VISUALISI LIMELIGHT OF LAYOUT TYPE 
DESIGN ~§ CALLIGRAPHY © LETTERING POR LAYOUT « USE OF PRINTER'S 
RULES ~ TYPE CALCULATIONS © DETAILS OF TYPOGRAPHY © DRAMATISING 
mH ADVERTISER'S MESSAGE CHOOSING THE RIGHT PAPER BOOK 
LY POGRKAPHY COMMERCIAL TYPOGRAPHY TYPE SELECTION CHART 
48 COPY-ELTTTING CHARTS © INTERNATIONAL PARADE OF 500 TYPE FACES 
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Photocompo- 


sition—con- 
prt tra ttl 


tinued 


Front view of the 
American Type 
Founders’ photo- 
compositor. The 
operator is turning 
the handwheel to 
select point size. 


eee eee ener ee eeeeeee 


tions or enlargements, characters 
from the standard fount. A wide 
variety of type sizes is therefore 
obtainable. 

Monophoto, produced by the 
Monotype Corporation, uses a 


| standard Monotype keyboard to 


to VIRTUR & CO., LTD., AW Dept., 9/11 Gray's Inn Road, London, W.C.1 
Please send me PRINTING DESIGN AND LAYOUT, in 1 volume. [I will return 
it in one week or send you 10 deposit and 4 further monthly payments of 10/- 
(Cash Price 47/6) 


Name 


Address 


Occupation 


...and nothing but the truth! 


To tell the photographic truth about 
colour calls for hard study, the sort we at 
Minerva have made for some time. You 
can see the results at our 


Commercial Exhibition 


from Feb. 9th-20th (10 a.m. to 5 p.m. daily) 


There you will see many of our successes 
with Agfacolor, the original negative- 
positive process and, in addition, trans- 
parencies of the new Agfa Diapositive 
Film. We believe this exhibition will 
demonstrate the commercial advantages 
of Agfacolor and the exceptional colour 
results one can achieve with it when its 
properties are fully understood. Do come 
along and see for yourself. 


MINERVA ART & PHOTOGRAPHIC SERVICE LTD. 


36 King Street, Covent Garden, London, W.C.2 
Telephone: TEMple Bar 8173-4-5 


| prototype 
| course machines will be 


| camera 


, tion. 


punch a perforated roll, as with 
the present Monotype machine. A 
photographic unit takes the place 
of the present metal pot, pump 
and mould. The matrix case 
retains the same controlled move- 
ments but the individual matrices 
are superseded by a master nega- 
tive plate containing all the 
characters. The Monophoto is 
understood to be in an advanced 
stage, and in due 
ready 
for commercial experiment. 

Fotosetter is the machine pro- 
duced by Intertype in the 
United States which is in com- 
mercial production. It is an 
automatic line composing 
machine producing justified com- 
position in galley form on film 
or photographic paper. 

The Headliaer (Coxhead Cor- 
poration, New Jersey, US.) 1s 
another machine for composing 
headlines for offset. 

The Photon (which has had 
various names) was invented in 
France and developed in 
America. It is operated from a 
standard electric typewriter key- 
board at full typing speeds. It 
produces automatically justified 
galleys of positive or negative 
type on film from a single typing. 
Keys enable the correction of 
individual errors or the “killing” 
of entire lines. 

The Rotofoto is a 
machine invented by 


British 
George 


| Westover based on the standard 


Monotype keyboard. The per- 
forated spool is passed to a line 
projector where a master nega- 
tive is controlled over a_ciné 
The letters are photo- 
graphed one at a time on a roll 
ot film at about the same speed 
as a Monotype caster. The film 
is passed to a proof machine 
which delivers a paper proof 
which can be cut and _ pasted 
up as a key for the final opera- 
This last stage involves a 
make-up machine which will pro 
duce the perfect transparency for 


printing down. The Rotofoto, 
it is claimed, overcomes the 
problems of correction of proofs 
which has been one of the main 
criticisms of photocomposing 
machines. 

According to British printing 
experts photocomposition is now 
on its way in. Those concerned 
with advertising might consider 
at this early stage what will be 
the consequences for them. 

First, it would take some time 
to replace metal typesetting 
machines at the big periodical 
printers. But once that is done, 
there should be a drop in pro- 
duction costs because a whole 
process will have been by-passed. 
Other general printing costs 
should drop because metal is 
expensive to buy and, more 
important to store. 

Secondly, it might lead to a 
minor revolution in the block- 
making world. Once again metal 
would be eliminated in the pre- 
liminary’ make up of an adver- 
tisement plate. The final job 
would be a letterpress line block 
but blockmakers who are also 
typesetters could get rid of a lot 
of excess type. It is not only in 
litho and gravure that saving 
would be made. 

Thirdly, it might lead to new 
ideas in layout practice, though 
only experience and experiment 
with this new method will show 
what can really be done. 

With photocomposition, how- 
ever, an advertising agent would 
no doubt like to do his own 
experimenting before sending a 
positive print to a magazine. But 
this is a subject of speculation 
at the moment. The ingenuity of 
advertising production men will 
find many new wrinkles when the 
time comes. 

When will that be? It is hard 
to say. The actual installation of 
photocomposing machines will 
rest largely with printers and 
typesetters. There js also the 
problem of supply. These 
machines do not become really 
economical unless a number are 
installed. But in the meantime 
advertising men might conduct a 
little propaganda so that this 
desirable change is not held back 
too long 
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toisseemerstent! =~ ‘MONOTYPE’ 


KARSH SHOW A ‘MUST” 
—says JOHN HERON IN THIS MONTHS | TY PE FACES ° 


PHOTOGRAPHY IN ADVERTISING ane casiiiiimees 

PART OF ANY 

ADVERTISING 
CAMPAIGN 


work. Toa man, they have used the — cluded the hands of at least 90 per Give your product that “extra money's WW orth j 


word genius of Karsh. cent of his sitters. 

Amongst this collection from the There is a lesson for advertisers , ' ’ : 
Ottawa wizard's huge “bag” of the here. Many photographs used in ad- | ook with well-designed print and packaging 
world’s topmost celebrities are — vertising are fussily concerned with ‘ « « 


several figures familiar to Fleet — bits and pieces of background, fore- 


RGENT memo to readers 
within reasonable distance 
of London... . 

“You have only to-day and to- 
morrow in which to see the most 
remarkable collection of con- 
temporary photographs exhibited 
in London in our time.” 

At Kodak's gallery in Regent 
Street, W.1, there is the first collec- 
tion of original photographs by the 
American-born Yousuf Karsh ever 
presented in this country. 

It is difficult not to reach for the 
dictionary to seek out every super- 
lative adjective, whenever one en- 
counters the work of this master of 
Portraiture; tO Quard AQAINSL OVCT pane stp trom me... yer voor toentets 
enthusiasm, [ have Compared NOLCS — ertehe wnere they see steam onto VE CUP. 
with a number of the best-known DUM 
British photographers, including ,, BES 
those to whom the work of Pirie * — seen it acinenn « tose ave 
MacDonald, Howard Coster and 
other internationally known portrait 


| 
| 
| 


The photograph occupies 94 square 
inches. 


Street . . . Harold Nicholson, zround and unnecessary trimmings, : » * , Pe 

Beaverbrook, David Low, Arthur = the detriment of the forcefulness in fine Monoty pe fac cs. 

Rank—and, of course, the two por- of the whole. : 

traits which have been reproduced A picture can only say one thing 

in every country which uses haif- at a time, and in press, poster and 

tone blocks and paper—the incom- periodical advertising, should have 

parable study of Churchill and that = only one thing to say. How tire- THE MONOTYPE CORPORATION LID., § 6-66 Lincolns Inn Fields, London, w.« 


of Shaw, in which G.B.S. lives and = some is a photograph that is filled 
breathes with all the mischief and — with uhieue oat half-finished sug- Head Office and Works: Sallords, Redhill, Surrey Reg. Trade Mark 
Sagacity peculiar to that great old — gestions. Let us have more photo- 
man. graphs which say out loud what it 
Another famous photographer is they have to say! 
said to me this week: “Karsh gets Look at this admirable Dixie 
more into every negative than any Cups photograph from America. 
other living camera operator, and Here is a full page in Life, which 


MONOTYPE 


more out of every sheet of bromide costs the advertiser a bit . . . and est tH 
paper. There seems to be no limita- how well it is used! Imagine how | 
tion of range, either in negative or some advertisers would have filled \ | I} 
print; he seems completely unaware that 94-inch square picture space. | 
of any mechanical restrictions . . . There would have been everything j 
one wonders whether he is even there -including the kitchen stove. \ 
aware that such limitations exist!” Probably a group of half-a-dozen \ 
In fact, Karsh uses very simple — simpering models. all dolled up in \ 
apparatus and lighting equipment.  creascless dresses aesthetically sip- \ \ 
The difference between a Karsh pic- ping from Dixie Cups, with a back- \ 
ture and a run-of-the-mill portrait ground of prop roses trailing up a \ 
yes, even by the average profes- prop veranda. Or, worse still, some 
sional—is the difference between a “star of stage, screen and radio” th ema SY 
great symphony and “I've got a holding a Dixie Cup aloft, with a at 
lovely bunch of coconuts”! giant sized hand (kindly supplied by een ee, 
Go, 1 beg you, to Regent Street. some model) grafted - rag stock R. P. Gossop trp artuusts | 
The effectiveness of Karsh pic- portrait, with the edifying informa- 


tures is much due to the photo- tion that “Blankie Blank says agents « 36 Carter Lane 
grapher’s powers of concentration Dixie Cups for me, every time.” . ’ : 

upon essentials. If it is a portrait, The camera should be concerned | St Paul’s £.C.4 # ¢ eNtral 6950 
then it is with the face that we are — with fact. In the camera, the adver- 
concerned. The only exception to tiser has the supreme fact-recording 
this is Karsh’s preoccupation with medium. What a pity that so often 


hands. He once wrote that, of aN = the photographer is forced by his 

the thousands of portraits he has client's misunderstanding of the 

taken, he believed that he had in- = medium to wander into whimsy- | see @ symbol of 
| 
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SK Creative 


Sales Promotion 


The Astral Arts Group of Associate 
Companies offer a complete service 


for the design and production 
of modern Sales Promotion material. 


She Astral 


Arts Group Ltd 


Centralised planning, visualising and copy writing 
together with over 50 leading designers 

and artists are at your service for creating 

selling publicity. A complete blockmaking, 

paper and print service ensures 

co-ordination between design and production. 


MERCURY DISPLAYS LTD 

Design and construction for Display and Exhibition. 
Dealer servicing and storage. ~ 

ATLAS PHOTOGRAPHY LTD 

Monochrome and Colour photography. 

Quality printing and giant enlargements. 

ANVIL PRESS LTD 


Editorial and Publishing for Technical 
and Prestige Brochures. 


If our Organisation can assist you, 
please contact Group Director, W. Warner 


ASTRAL ARTS GROUP LTD 
171 NEW BOND STREET, W.1 
GROSVENOR 8711 
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| Photography in Advertising—continued 


whamsy to the dis-service of adver- 
tising. 

And then there is the simple, in- 
telligently-contrived whole page ad. 
for Scotties paper tissue handker- 
chiefs from McCalls. The page 
must have cost a lot of dollars 
and what a temptation it must have 
been to the creative tcam, faced with 
a lion-size page (13 x 104 in.). 

But good advertising sense pre- 
vailed. “Scotties are soft... they are 
big cnough for a big blow. fas 
Look how that photograph tackles 
the problem. Delicate, ingratiating 
a young mother, an attractive babe. 
How to get that Persil-white cffect 
and so at the same time to bring 
the focus on to the handkerchief? 
The whole print (vignetted around 
the edges for softness) has been 
given a delicate tone over the whole 
area—a gentle film—except for the 
Scottie hanky. 

Here is applied imagination. 


. * * 
NEws from the Midlands. By 
coincidence, two impressive 


examples of prestige-building ad- 
verlising in which the camera has 
played a large part arrived this week. 
Both are books published by large 
firms, for private circulation, 

Donald H. Wilson, of Morland 
Braithwaite Lid., and S. D. Toon 
& Heath Ltd., the Birmingham ad- 
veruising agency, got together to 
produce a book Hobson—a Personal 
Story of 50 Years which is a picture- 
and-word history of the first half 
century of H. M. Hobson Lid., 
internationally famous for their 
motor and aircraft carburetters and 
engine controls, It is a modestly 
worded but impressive record of 
progress and growth, and the cam- 
era takes us (mostly in colour) into 
the office and even home life of 
past and present principals, recalls 
Stirring pioneer deeds of bygone 
days to which Hobson contributed, 
and into the’ drawing offices, 
machine rooms and amongst the 
workpeople of the _ present-day 
factories, 

It does a good job of reportage, 
as only the camera could. No doubt 
the book was costly to produce; 
but how much more convincing it 
is than hours and hours of even a 
good salesman's spiel! 

The Bird’s Custard people are 
using another application of photo- 
graphy as reportage for an equally 
useful work: a new booklet which 
will act as a guide to the factory 
and the firm's products, to be pre- 
sented to all new staff. 

And yet another interesting photo- 
graphic job of a different sort is being 
tackled by Morland Braithwaite for 
a hospital. No, not for “recruiting” 
funds, but for recruiting nurses. 
Dudley Road Hospital, Birmingham, 
needs more nurses. The decision 
was made to produce a brochure in 
book format, written as a novel... 
not a conducted tour round a hos- 
pital, but a well illustrated script 
that reads like a well constructed 
autobiography, taking the women 
readers from page to page as 
“Nurse Harriman” (the central fig- 
ure in the story) tells the story of 
her training and her work. The 
Script was written from tape record- 
ing of interviews with matron, 


sisters and nurses, and the briefing 
received by the photographer was 


‘Good sense prevailed .. .’ 


delightful in its functional direct- 
ness: “Bring back the atmosphere 
and to hell with the technique.” 


* * * 


JPREQUENT complaints from ad- 

vertising managers that they did 
not seem to be able to get just the 
shots they wanted—particularly when 
outside the photographer's studio— 
led young Roy Reemer, fresh from 


Sp cay ht ly te eg any lh Dillan .| 
i 


“The page must have cost a lot 

of dollars—and what a tempta- 

tion it must have been to the 

creative team, faced with a lion- 
size page.” 


the R.A.F. and, on his own confes- 
sion, “not a brilliant camera opera- 
tor, though a good man in the 
darkroom,” to dig a littl deeper 
into the position. A knowledge of 
human vanity, and a real desire to 
help, led to the introduction of 
Reemer’s AP2_ service, whereby 
approved clients are loaned a com- 
plete photographic kit—camera, tri- 
pod, exposure meter, flash gun, etc., 
at a very small fee, together with 
individual tuition in photographic 
technique by a qualified operator. 
All resulting processing is then done 
by the Reemer organisation. Does 
the scheme work? Not half! 

Reemer finds that businesses which 
have thus acquired a complete kit 
of apparatus invent all sorts of new 
ways of using the. photographs that 
they have fun in taking. Top class 
processing, sparkling prints, and the 
client thinks he’s really getting what 
he wants. Moreover, he probably is! 

At first flush, this plan will call 
forth cries of protest from the com- 
mercial photographer. Reemer an- 
swers: “My plan does not take jobs 
from professional photographers. 
The type of shot my clients take are 
those which would never have been 
commissioned from the professional 
photographer because they would 
never have been thought of. Only 
when the advertising manager or 
P.R. man trains himself to cultivate 
the seeing eye, because of his 
pleasure in the apparatus newly to 
his hand, does he begin to visualise 
the additional uses to which photo- 
graphy can be put in his organisa- 
tion. But in learning what he can 
do himself he also learns what he 
cannot do, and at this point calls 
in the professional.” 
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i hort 
tlemen «+» VO" rea man sh 
Stop gen" E " 
It’s a big occasion. ry “ 


The Chairman’s attending the conterence e 


in person with his advertising manager, 


The Director on the account is there, * | 
the art director and the block maker v 

\nd what a chance they’re taking ! 
Without paper there won't be any centenary \ 


booklet, yet there’s no paper expert present. Do 
call in Spicers paper consultant early. He can keep 

you out of the most surprising traps; show you : \ 

how paper can enrich the possibilities and inspire 


the mood of a pre ject. His knowledge is wide, 
special and enthusiastically imparted. 


speak to Gas 


Telephone: CENTRAL 4211. 19 New Bridge St., London, E.C.4. 


7-day salesman 


He’s on the road from dawn to dusk, working a seven-day 
week, Winter and Summer, without a treak for holidays, 
lunch or elevenses . . . making calls that maintain 
customers’ goodwill — and calls that make customers. 
He has a stamina that would impress your star 
salesmen . . . a persuasive technique which 

never takes ‘no’ for an answer. 

The poster medium is the salesman for every service 
or product. In the Mills & Rockleys Region 

it is possible to plan a lightning attack or a 

sustained sales campaign. 

The Mills & Rockleys organisation would be 

glad of the opportunity to advise and co-operate at any or every 
stage of your poster-planning. 


Poster displays in and around 


é » Bristol, Cambridge, Cheltenham, Coventry, Derhy 
MILLS & ROCKLEYS Doncaster, Gloucester, Hull, Ipswich, Leicester, Luton, 
] Mansfield, Northampton, Norwich, Nottingham, Oxford, 
PLANNED POSTER ADVERTISING 1 


Peterborough, Taunton, Torquay, Weymouth, Worcester 
CITT and 150 other towns 


OGIGIL IGG 


POSTERS PROVIDE SUSTAINED ADVERTISING IMPACT 


MILLS & ROCKLEYS LTD - 21 QUEENS ROAD + COVENTRY 
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COFONATION june s04 1553 


Te whole world is looking forward with eagerness, to this great 
historical event. 

A unique collection of Coronation Gifts, executed in Royal Blue 
Morocco Grain Leather, embossed with the Royal Crown and 
Signature in Gold has been prepared. It is created in the ARLO 
Tradition, and exclusive to our clientele. 

Prices range from 21/- to 48/- including Purchase Tax, Orders for overseas 
can be dispatched free of Purchase Tax. Prices include embossing of your 
Firm’s name or Trade Mark. 


We guarantee delivery dates on all accepted orders, which will be taken in 
strict rotation. 


Extensive Market Research reveals the great interest and appreciation of 
recipients of these Coronation Gifts ... they will be treasured for a lifetime. 


We invite you to write for our Coronation Catalogue. 


ARLO LTD ARLO HOUSE, 111 Regent’s Park Road 


LONDON, N.W.1. Phone Primrose 9522 1291 
Cables Arloexport LONDON Telegrams Arloexport Norwest LONDON 
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A Goodwill Gift of Lasting pea 


and Usefulness fo 
iInneMOsT ~ 


The ideal gifts for any occasion, BENEY 1919 _~ 
LIGHTERS are classically designed with an 

eye to beauty and elegance. Made like the 

finest watch and precision engineered by < 
expert craftsmen, BENEY LIGHTERS are fey) 
intended for those who demand instant and aw 

easy lighting. 1@) 53 
Individually packed in presentation boxes, \9 
available in exquisite satin chrome and \w 
engine-turned finishes with panel for engrav- 

ing, these lighters are sure of an excellent 

reception. 


GUARANTEE 


If not entirely satisfied when received. or in case 

of any fault developing due to manufacture, this 

lighter will be replaced or reconditioned free of 

charge. Beney Lighters are intended to be lifelong 
friends. 


One” c.,Sute 


LIGHTERS SINCE 1919 
The lighter that lights 
WELLCLOSE SQUARE, LONDON, E.1 <- Telephone: ROYal 
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s & Novelties - 


—— 
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A BUDGET of £15,000 has 
been allocated this year by 
one national advertiser for the 
purchase of advertising gifts 
and novelties. The firm is not 
the largest in its field. Nor is 
its advertising budget the 
largest. Yet the size of the sum 
it is prepared to spend on 
novelties gives some indication 
of the increasing importance 
this advertising medium is 
assuming as competition 
increases. 

As it becomes more difficult to 
sell, advertisers are looking for 
new methods. One of their chief 
problems is to get the enthusiastic 
assistance of retail] salesmen who 
are no longer geared to hard sell- 


A table lighter for desk 
or home by R. Sculthorp 
& Co. 


Retailers welcome a 
useful gift. This rubber 
mat by Redfern’s Rub- 
ber Works Ltd. serves 
the dual purpose of 
cleanliness and display. 


- 
~ 


R. Sculthorp & Co. The 
pencil (above) is by Ad- 
vertising Novelties Ltd. 


A visiting card dispenser 

by Richard Hochfeld 

(London) Ltd. puts ad- 

vertising in the waist- 
coat pocket. 
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IT’S TIME TO PLAN FOR THE CORONATION 
AND TO THINK ABOUT NEXT CHRISTMAS 


ing, who are now no more than 
handers - over - the - counter of 
goods. It is here that many firms 
will find good use for novelties 
and gifts. 

Petrol companies. whose battle 
for supremacy for the newly 
released branded products started 
officially last Sunday, have been 
among the largest of recent cus- 
tomers of the novelties and 
advertising gifts factors and 
nianufacturers, Toy lorries such 
as the one illustrated are among 
the many gadgets they have been 
giving away tO garage proprietors 
in return for their brand loyalty. 


Garages have also been pro- 
vided with material to distribute 
to their own customers. One line 
which has been going particularly 
well is a smal] slide-rule type 
ready-reckoner. Two versions are 
available : One gives road 
distances between various places 
and, on the reverse side, a guide 
to the price of from 4 to nine 
gallons of petrol at any price be- 
tween 4s. 24d. per gallon upward 
in farthing stages to 4s. 64d. per 
gallon. The second, which, 
strangely enough, has been found 


Continued on next page 
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LASTING GOODWILL 
GIFTS 


Just one illustrated. Full details of this 
and other novel gifts from :— 


FRANCIS HOLLINGS & CO. LTD. 
101} NEW OXFORD ST., LONDON, W.C.I 
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selection including 
CORONATION 
specialities 


Britain’s foremost suppliers 


of 


ADVERTISING 


GIFTS 


We catalogue an all-price 


18-21 CHARTERHOUSE SQUARE 
LONDON, E.C.! 


Phones: CLErkenwell 7110 & 2191 


Many novelties are 
adaptable for use at 
Coronation time: Instead 
of an advertising mes- 
sage, a crown or Royal 
cipher is used. These 
two pieces by Arlo, both 
in leather, carry crowns. 
But decoration and mes- 
sage is always at the dis- 
cretion of the advertiser. 
The casket (above) is a 
modern version of the 
traditional gift casket. 
The pad (right) is in- 
tended for messages. 


| Gilts & Novelties—continued 


to be more popular among motor- 
ing enthusiasts and garage em- 
ployees, gives. recipes for 50 
different cocktails. (Anglo-Fancy 
Products.) 
Another stimulus to the use of 
novelties is, of course, the 
| Coronation, A large number of 
firms have produced novelties of 
various kinds, ranging from the 
conventional Coronation mug and 
| the pencil for school children to 
ornate and expensive glass and 
copper drinking vessels. Aids to 
general celebration such as the 
balloons (on page 256) have also 
been produced and are in some 
cases being used by advertisers. 
In general, however, Corona- 
tion tie-ups are being effected by 
| using the usual novelties and gifts, 
and varying the method of decora- 
tion: The normal advertising mes- 
sage Or name and address of the 
donor is now replaced with one 
of the symbols representing the 
monarchy. Some problems arise 
over recognition by various 
official bodies An officially 
recognised novelty or souvenir 
qualifies for purchase tax exemp- 
tion but no advertising message 
is allowed. So some manufac 
turers of novelties are carrying 
alternative lines—one recognised 
and the other, a slight modifica 
tion, for use with promotional 
slogans. 
Many of these “adapted” gifts 
and novelties will be equally use 
ful for next Christmas. Indeed. 
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the range from which advertisers 
will be able to choose their 
Christmas gifts this year is likely 
to be the best for many years. 
The greater interest which the 
Coronation and increasing com- 
petition everywhere have focused 
on novelties and gifts has pro- 
duced not only considerably in- 
creased interest but has also en- 
larged the range of products 
carried by the factors. 

This profusion of choice adds 
to the difficulties of the advertis- 
ing or sales manager who is faced 
with the prospect of selecting the 
gift or gifts his firm will distri- 
bute. The temptation will be to 
put off the choice to another day. 
to amass literature and samples 
until next September and then to 
make a hasty choice. 

The time to make the choice 
for next Christmas is between 
now and the end of March. 

Most of the firms which 
specialise in advertising gifts and 
novelties get their range ready in 
time for the Harrogate Fancy 
Goods Fair. They are now able 
to offer a complete selection of 
what they will produce later in 
the year. Orders given now will 
enable them to plan their produc 
tion so that all gifts are packed 
and delivered in good time (some- 
times they dispatch direct to a 
client’s mailing list selecting the 
posting date according to the 
distance) 


Good resolutions having been 
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made, the 
(or whoever does select gifts) finds 
himself surrounded by a mass of 


knick-knacks, 
desk accessories, leather, 
wood, stone, metal or any other 
kind of goods. 
choose wisely? 


remembered that this is 
mercial proposition, 
sion to indulge the whims of the 
chairman or managing director 
So the gift must be chosen in the 
light of the benefit the donor will 
derive from giving it, 
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The Saville Globe 

Enamel Table Lighter 

by Beney Ltd. (below) 

has a companion pocket 
lighter, 


gadgets, 


First and foremost, 


Continued on next page 


Gaeiibiienie 


How is he 


advertising manage! 


novelties, 
plastic, 


to 


it must be 
a com- 
not an occa- 


which in 


te ee aii A ge 


Coloured Perspex is a 
useful material for mak- 
ing all kinds of gifts and 
novelties. This refillable 
message pad by Carter 
Advertising Supply Co., 
Glasgow, is patriotically 
in red and blue with 
white paper. Boxes, 
paper knives, etc., are 
available in similar 
material and colours. 


* 


A permanent calendar 
puts the name of the 
donor permanently on 
the desk of his cus- 
tomer. The model 
(below) by N. Taylor 
Ltd. is also available 
with Coronation mes- 
sages. 
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Propelling Pencils 


Blotters 


Letter Openers 
Desk Pads 
Thermometers, Ete.. 


TELEPHONE. 


in Coronation colours 


CAMO 


“Perspex” Desk Calendars 


Samples and illustrated list forwarded on request. 


© ARTE BD aoverrisinc SUPPLY CO 


136 WELLINGTON STREET - GLASGOW C-2 
DOUGLAS 420353 


YOUR BUSINESS CONTACTS 
LIKE CONSTANT REMINDERS! 


That blotter-pad-—bearing your name--is one of your 

representatives, a constant goodwill reminder of 

your company, more effective even than a daily visit 
and less annoying! 


Your business contacts like it lying on their desks 
because it is useful, attractive, durable—in fact, just 
what they would have chosen themselves! 


And that is exactly why we are now one of the 
largest suppliers of goodwill gifts; our wide range 
of goodwill gifts are proved by experience the 
most acceptable for all business relation purposes 


A representative wi! gladly rw you, without ob‘igation, samo es 
from our comprehensi rar of goodw gifts and Coronation 
Souvenirs. Phone CENtral 1s! " write for “Time” a free 


illustrate "} brochure 


R. SCULTHORP & 


Dept 16 


Blackfriars House, New Bridge Street, London, E.C.4 CENtral 1812-3 
THE FIRM WITH A GIFT FOR ADVERTISING 
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ADVERTISING GIFTS 


SALES-AIDS 
AND 


NOVELTIES 


WE cater for gifts in all price categories; for all 
trades and all occasions. 


Ask for illustrated catalogue AW/5 
showing many entirely new and 
original lines 


RICHARD HOCHFELD (London) LTD. 
Archway Road, 


Telephone : ARChway 4388 
Telegrams: Reedoh, Norphone, London 


London, N.I9 


customer writes his orders, 


N. 


What better advertising site than the desk where your 


DESK 
SITES . 


... And what could be a better medium than a permanent desk 
calendar—or perhaps a combined calendar and note pad—a 
CONSTANT reminder of you and your business. 


CALENDARS - PADHOLDERS - ASHTRAYS - ETC. 
write for porticulars and specimen 


TAYLOR LTD 


(ASHTRAYS ) 
76 GREEN ROAD - BOURNEMOUTH 


| 
| 
| 
| 
| 


| 


| 
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Gifts and Novelties 


—continued 


turn is closely bound up with the 
benefit which the recipient will 
derive from it. It may seem ob- 
vious to some to say that the 
first consideration in selecting a 
gift is that it should please the 
recipient and that something use- 
ful is most likely to achieve this 
object. None the less examina- 
tion of the Christmas post of 
many executives leads one to con- 
clude that selection is not often 
carried out systematically, 

The trouble is generally caused 
by someone’s atiempt at origin- 
ality. To send out something that 
no one else has thought of is cer- 
tainly a good idea. Many of the 
people being given these gifts 
will receive others from other 
sources, If they give yours to a 
subordinate its value will be lost 
to you. A balance has to be 
achieved, therefore, for however 
novel a gift may be it must never 
loose its primary requisite of 
usefulness. In the end it may be 
a far better idea to plump for 
something that is nice enough to 
stand against al! other similar 
products, to win its place on the 
desk of the recipient, in fact, 
against all challengers. 

The choice must to some ex- 
tent reflect the character of the 
business which it will represent. 
It must also take into considera- 
tion the level at which it is 
aimed: What would be suitable 
for works managers, transport 
managers and similar executives 
would most likely miss the mark 
if given to the managing director 


LOYAL GREFTINGs 5) 
D.H. BRAM) 


WCamBRiog: eoac 


Two pencils produced 
specially for the Corona- 


tion. The one on the 
left is an officially recog- 
nised souvenir. The 
adaptation (right) can 
carry an advertising 
slogan. 
Messages and loyal 


on 
shapes, sizes and colours 
{including gold, silver 
and red-white-and-blue). 
The selection (below) is 
by Sussex Rubber Co. 
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“GIVE-AWAY” BOOKLETS 
Each one of our ‘‘ Gifts ’’ means maximum PUBLICITY 


The reason :— 

Apart from being ‘‘novel’’, 
they are highly artistic, 
constructed under super- 
vision, and have a usefulness 
lasting for many weeks before 
the booklet is exhausted. 
This period represents the 
Publicity given to your 
Name and Article as depicted 
on the cover. 

Whether you produce Soft 
Goods, Hard Goods, Food 
Stuffs, Footwear, Wines, 
Machinery or Oils, the 
people who could buy your 
goods will welcome the 
“Gift Booklet”’ 

ideal for distribution at 
Exhibitions—B.1.F., Motor, 
Shoe, Brewers’, etc. 


We mention a few from our range: 70 - to 120'- per 1,000 
For Ladies. PERFUME BOOKLETS. LADDER-STOP BOOKLETS. 


For Men. DIPSTICK TISSUES. STYPTIC PENCIL 
(For Motorists). BOOKLETS. 


ANTISEPTIC PENCIL EYE-GLASS CLEANER 
BOOKLETS. TISSUES. 

SOAP LEAF BOOKLETS. 

PAPER TOWEL & SOAP 
PACKETS. 


General. 


MOTH PENCIL BOOKLETS. 
GLUE PENCIL BOOKLETS. 
(For mending broken orna- 
ments.) 
New lines coming along: 
FLOWER REFRESHING 
TISSUES. 
AIR CONDITIONING 
TISSUES. 


SEALING WAX PENCILS. 
CHLOROPHYLL DISCS. 


Manufacturers : 


SUDDERICK & CO. LTD. 


25-27 SEFTCN ROAD, WALTON, LIVERPOOL 9? 
Telephone: Aintree 1357 Established 1928 


‘Consistent High Quality with- 
A SPEEDY RELIABLE SERVICE 


The only kind of speed t.ot our customers ore interested in hq oO ’ N 
s SPEED COMBINED WITH RELIABILITY ~ which « the Pp & 


kind of service that Strand Litho has been consistently giving TERM | N U S 
2691/4 


since 1936. At Strand Litho every deportment is plenned to 
handle your platemeking with smooth efficiency, from 
idea to finished plate. So to be sure of quick, friendly, 
Personal attention to every deta! . . . phone Strand Litho 


THE STRAND LITHOGRAPHIC Co. LTD. 


157 FARRINGDON ROAD LONDON 


Stitchcraft is referred to again and again—used and re-used—by women 
who knit, crochet, sew, cook, embroider, make rugs. 
ABC net sales 214,926 copics a month: Type area page 84 ins. x 6 ins. 
£204 a page: Advertisement Manager S. H. BOWDEN, Stitchcraft Ltd. 
Great West Road, Brentford, Middlesex. Telephone EALing 6283. 


Fn TELEPHONE “CENtral 4842 


_ FIRST 
“CLASS 


Mechanised 


SCREEN 
PRINTING 


BROWNSFIELD MILL 
GT ANCOATS ST. - MANCHESTER 4 


ADVERTISING COSTS 


| TRANSFER BLOCKING FOILS. 
PROTECTIVE GLAZING FILM. 
WATER SLIDE TRANSFER FILM. 
DISPLAY BOARDS ACETATES. 
METAL STRUTS, PINS & RINGS. 
GUILLOTINES BEVELLERS. 
ELECTRIC FINISHING PRESSES. 
BLOCKING TYPES & DIES. 

| HAND ENGRAVED BLOCKS. 


MASSEELEY SHOWCARD MACHINES 
Guaranteed and rebuilt by 


HILL BROTHERS (service) LTD. 
Acton ae Beaconsfield Sa 
Acton Green, London, W 
Telephone Chiswick 2235 
OUR PRICES WILL SAVE YOU POUNDS 


f BY PRACTICAL 


i ENGINEERS... 

% TF” Whilst it os crue chat we 
specialise im high quality art 
work for technical accounts 
we are also well known 
for the excellence of our 
general art. Our service is 
efficient and prompt. 


OUPAIIE 


wERtner =, + GRESSE STREET - LONDON we] 
none mustum 1005 


LONDON 
LITHOGRAPHIC CO. 
CHROMO POSTER 
SPECIALISTS 
ANY SIZE 
Can accommodate a few fur- 
ther contacts to reproduce 

first-class litho posters. 
34 CAMBERWELL ROAD, 
LONDON, $.E.5. Rodney 3754 or 
ventral ©) 
HAMPDEN HOUSE, 84 KINGSWAY, 
LONDON, W.0.2 
Holborn 0383 ref. R.B. 


DOASPLAN 
S\UK SCREEN 


SSOCIATED 


as TCRAFTS tro 
PLEMDER PLACE CA CAMDEN TOMM am: 
US ren 1416-7 


VISIT OUR 
CORONATION 
DISPLAY 
SHOWROOM! 
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South African company breaks new ground 


with news-style report 
By a correspondent 


OUTH Africa claims to 
have led the world in a 

modern style of company- 
report advertising. Credit 1s 
shared by the Union's oldest 
assurance society, the S.A. 
Mutual, and Grant Advertis- 
ing, their advertising agents. 

The idea originated with Arthur 
Robinson, the Grant manager in 
Cape Town. He was so convinced 
of its advertising value that he 
went to great trouble and expense 
before submitting it to the clients 
Utilising the chairman's speech 
made to the previous year’s 
annual meeting Mr. Robinson 
had a “dummy” prepared. The 
speech was broke down into 
separate subjects and treated each 
in “news-story” style fo each 
an introduction was written, the 
material subbed down = into 
“story” form, sub-heads inserted 
and each finished story given suit- 
able headlines. Artists drew 
special illustrations, and blocks 
were made. The editorial material 
was set up by the printers and, 
with the blocks, made up in a 
complete page 

Proofs of this completed 
“dummy” page was pulled and 
submitted to the client. 

Advertising executives of the 
Mutual were enthusiastic. But 
in view of the important change 
in advertising technique, they had 
it submitted to the directors who 


THE OLD MUTUAL” 


Advertising and 
selling problems 
in Switzerland? 


unhesitatingly approved what was, 
in fact, a completely new depar- 
ture from conventional company- 
report advertising. 


Grants then proceeded to carry 
out the actual job, adhering to the 
“dummy” layout, An advance 
copy of the chairman's speech 
was obtained only 14 days before 
the newspapers’ deadlines. The 
speech was broken up into five 
stories, headlines were written and 
sub-heads inserted. All this was 
then translated into Afrikaans 
also. 


The editorial! material was 
a rapid job of setting in three 
different measures to meet the 
mechanical requirements of 
various newspapers. Meanwhile 
artists were getting out “roughs” 
of illustrations. These and galley 
proofs of the copy were passed 
by the client so that a paste-up 
of editorial and artwork could be 
made in the form of a “news- 
story” full page. From this, the 
printers made up the forme, 
mats were made and rushed off to 
the leading newspapers all over 
the Union and Southern 
Rhodesia. 


The attractive “reader-interest” 
Page was greatly appreciated by 
the newspapers. The Cape 
Argus, for instance, regarded it 
sufficiently highly to use it on 
what is normally the news page 
before the leader. 


Report to the Members 


SOL TH APRICAN METU AL LEDEL ASSERANCE SOCTETS 


The chairman's 

speech was broken 

down into a num- 

her of news-stories 

and presented as 
such. 


‘Liberalisation must be 


continued’ —panisH MINISTER 


HE Danish Minister of 

Commerce told an audi- 
ence recently that liberalisation 
of trade must be continued, 
but that it was necessary to 
amass a_ Sufficiently large 
foreign currency reserve and to 
solve the dollar problem as 
well as to improve Denmark's 
competitive ability. 

Denmark's reserve of kr.250 
million was too small, Annual 
imports amounted to kr.6,000- 
7,000 million and as a reserve 
should be sufficient to cover at 
least three months imports the 
minimum safe reserve for Den- 
mark would be kr.1,500 million. 

The Minister stated that Den- 
mark had a better balance of 
trade than for some time past. 
Industrial production was once 
more on the upgrade and there 
were grounds for believing that 
the general economic situation 
would continue to improve. 

: * * me 


Self-service has come to New 
Zealand, reports 
Goldberg Ad 
vertising from 
Wellington. The 
idea is spread- 
ing slowly, how- 
ever, and is at 
present in use 
only in the grocery trade. 

* * * 

New clients for Lourenco 
Marques Radio during the last 
half of 1952 included: Alka 
Seltzer, Autobrite car polish, 
Elastoplast, Ever-Ready batteries, 
Instant Postum, Pepsodent, 
Phillips Milk of Magnesia skin 
cream, Post Toasties, Quaker 
Oats, and Three Flowers beauty 
preparations. 

* * * 

Tarde, the afternoon edition of 
Noticias  (Lourenco Marques 
newspaper), has started = an 
English section. Pages in Portu- 
guese will continue to be pub- 
lished and advertisements are 
being accepted in both languages 

* * ” 


New title of the Pakistan 


trade monthly Cotton and Text 
tile Journal is Pakistan Textile 
Journal. 

Publishers of this paper are to 


produce Machinery Buyer during 


the year. It will be monthly and 
cover agricultural, building, elec- 
trical and engineering industries. 
A Cotton and Textiles Yearbook 
and Directory is also contem- 
plated. 

Representatives in United King- 
dom are John Worrall Ltd. 

a * * 

Despite market restrictions in 
Australia and New Zealand, these 
two Commonwealth countries con- 
tinued to head the list of over- 
seas customers for Vauxhall cars 
and Bedford commercial vehicles 
during 1952. : 

Australia took 7,772 vehicles, 
New Zealand 6,260, South Africa 
5,641. Belgium 5,279, Denmark 
4,547. and Holland 2,926. 

Total Vauxhall exports of 
56,742 vehicles topped the pre- 
vious year’s figures by 3,500. 

* 4a * 

S. C. Dutt, managing director, 
Phoenix Advertising Ltd., Cal- 
cutta, who has been in Britain, 
has been investigating the poten- 
tialities of screen advertising. He 
is anxious to promote this kind of 
advertising in India and Pakistan. 

* * & 

The Cyprus Sunday Mail and 
Radio Times has ceased publica- 
tion. It has been appearing as an 
illustrated magazine since July 
1948. 

Some of the features of the 
magazine will be appearing in the 
Cyprus Mail, its sister publica- 
tion, in an enlarged issue on 
Mondays. 

* * * 

A Business Efficiency Exhibi- 
tion sponsored by the Stationery 
and Office Equipment Association 
of India will open at the National 
Cricket Club Stadium and the 
adjoining Eden Gardens in Cal- 
cutta on February 14. It will be 
open until March 1, 

The exhibition, managed by the 
Advertising Corporation of India 
Ltd.. is open to manufacturers, or 
their representatives, of stationery, 
office equipment, office systems, 
furniture, paper, printing and pro- 
ducts and services which are an 
aid to business efficiency. 

” * * 

The next Royal Netherlands 
Industries Fair will be held from 
March 17-26 at Utrecht. Repre- 
sentative for the U.K. is W. 


_ is the leading and largest adver- 
tising organisation with 50 branch offices. 
General information and 
exact estimates are supplied free and 
without obligation to you. 

Write to our fully equipped 
Foreign Department, 
3 Av. Benjamin-Censtant, Lausanne. 
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BUSINESS 


Two editions for world coverage * 12,000 copies of each every fortnight * 120,000 readers at home and abroad 


FEBRUARY §, ADVERTISER'S WEEKLY 


be ® A booklet describing circulation, readership 
at ol Leip and free services is available — write or ‘phone MACHINERY LLOYD 


Z : o 
Se F ao 


6 Cavendish Place, Regent Street, London, W.1. LAN 4204 


THE JOURNAL FOR SELLING ENGINEERING EQUIPMENT OVERSEAS 


ROBERSONS 


“WHERE FEW HAVE TOO MUCH FOR 40 YEARS MAKERS OF 


AND FEWER TOO LITTLE” FASHION BOARDS 


‘HOT PRESSED’ ‘NOT’ SURFACES, 
This is how the Denish By advertising in Hjemmet, ARE PLEASED io ANNOUNCE A 
poet Grundvig described con- | Denmark's leading magazine, CONSIDERABLE 


ditions in his own country 


over 75 years ago. Since that —— psi sn — REDUCTION Ty | PRICE 


audience but a high proportion 


time large sums have been ay NOW AT 45- PER DOZEN, WITH SPECIAL 
expended in market research of the solid middle-class public TERMS TO STUDIOS 

and have reached exactly the | which has the means to buy re) TD 

same conclusions; the words | imported products—over a C. ROBERSON & Cc L 

are, in fact, truer to-day than | quarter of a million families 71, FAR KWAY, LONDO N, Nw! 


when they were written. For 
Denmark is a_ middle-class 
market, well off by inter- 


representing a quarter of the 
country’s entire population. aie 


And remember, in Denmark 


national standards, where the 
advertiser can safely cast his | the average expenditure on 
net wide—though not too | British goods last year was 


wide. over £70 per family. 


If the product involves... . 


Production 


Processing of ferrous or 

: esti - . non-ferrous 

nsepecting 
HJEMMET Hatehing metals 


METALLURGIA 


THE BRITISH JOURNAL 


Denmark's leading Weekly. Exclusively represented by 
JOSHUA B. POWERS LTD., 14 Cockspur Street, London, S.W 1 
Telephone: WHitehall 3366 


MUST CARRY YOUR ADVERTISING MESSAGE 


re ee ee ah 


THE KENNEDY PRESS LTO, 31 KjJNG STREET WEST, MANCHESTER 3 
LONOON OFFICE 21 BEORFORD STREET, LONDON, Wea 
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CORONATION YEAR 
PRESIDENT FOR 
DISPLAY MEN 


CHOSEN as Coronation Year 
president of the Display Producers 
and Screen Printers Association is 
one who richly deserves that honour. 
As managing director of Display 
Craft Ltd., Brixton, for more than 
a quarter of a century, H. Ashford 
Down has probably done as much 
as anybody to build up the industry 
of screen printing. 

He was one of the first to fore- 
see the immense possibilities which 
mechanisation could bring to the 
screen print- 
ing craft, and 
it was in the 
Display Craft 
works that 
the first Mc- 
Cormick 
screen print- 
ing machine 
was installed. 
Extra and 
more ad- 
vanced mach- 
ines were 
quickly ac- 
quired, = with 
the result that 
he now con- 
trols one of 
the largest and most up-to-date 
screen printing businesses in the 
country. 

During the Battle of Britain, in- 
cidentally, the firm had two factories 
destroyed within six weeks of each 
other and their premises were 
bombed on many occasions after- 
wards, 


At the annual staff dinner of Charles F. Higham Ltd., Sir Patrick Gower, 

chairman, with 16 members of the staff who have each given more than 

25 years’ service, together totalling 487 years. Mrs. Mabel Goode (third 
from left, front) holds the record with 40 years. 


* 


EE AILING from Calcutta, and now 
executive in charge of the research 
department of Auger & Turner Ltd., 
Mrs. Anila Graham recently intro- 
duced a programme of Indian music 
on the B.B.C. General Overseas 
Service in a special Indian Indepen- 
dence Day broadcast. 


ADVERTISING MANAGER’S CORNER 


To Whom it May Concern 


This is to certify that Joe and Alf Harris (who between 
ourselves are jointly responsible for cooking up this 
testimonial) are a couple of keen and industrious types 
who can be thoroughly recommended for employment in 
any capacity calling for hard work, initiative, outstanding 
courage, business acumen, imagination and the ability 


to sing songs at the piano. 


(They can also be relied upon to take the weight off 
any Advertising Manager's feet to the extent of thinking 
up, designing, manufacturing and printing ideas, 
notions, tricks and fancies for point-of-sale advertising 


and all kinds of display. 


However, as most people 


are already well aware of their fame in this direction 
we are not making a special point of it this time. But 
you could always ring them and ask for further 


particulars. ...) 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 
Tel.: REG 3295-6 


¢ 
Man with a 
mission 


ACCORDING (to Bernard Shaw's 
“Man of Destiny,” the Englishman 
usually manages to find a_high- 
sounding principle to justify his 
actions. But John L. Marsh, pioneer 
in the large scale distribution of 
British publications in America, 
really is a man of principle. He is 
convinced that the value of British 
publications in getting Americans to 
understand us just cannot be over- 
estimated. 

This man with a mission used to 
own a number of retail newsagent 
shops. It was during the war when, 
on the British Army Staff at 
Washington, he had to visit Ameri- 
can armoured units in almost every 
State, that his big idea came to him. 
One of the hurdles he had to sur- 
mount on his return was to persuade 
‘British publishers to his way of 
thinking. He established his busi- 
ness in New York in 1946—and the 
fight for his share of the American 
dollar began. American circulation 
men, he tells me, spend much of 
their efforts in trying to attract that 
dollar, not from rival publishers, but 
away from rival industries and to 
the publishing industry. 

He ascribes his success in no 
small measure to being able to claim 
that he is independent both of the 
British Government and of British 
publishers. 


* * * 


"TOM BENTLEY, P.R.O. of Nevin 
D. Hirst (Advertising) Ltd., acted as 
a sports commentator at the Dews- 
bury v. Hull Rugby League football 
match at the Dewsbury Ground last 
Saturday. These running commen- 
taries are disseminated from special 
boxes through private Post Office 
land lines to hospitals in the Dews- 
bury and Batley district on alternate 
home matches from both grounds. 

Mr. Bentley is no stranger to the 
microphone, having been a regular 
broadcaster over the net-works o 
the South African Broadcasting Cor- 
Oration and on several occasions 
or the B.B.C 


Fepruary 5, 1953 


The weather in 
full colour 


"THE new Time-Life building in 
Bond Street will be inspected by 
pressmen to-morrow (Friday). Hav- 
ing already been shown over this 
triumph of modern design, construc- 
tion, and decoration by Walter 
Graebner, London director of Time- 
Life International Ltd., I can 
assure them that they are going 
to see something really outstanding 
in the way of publication offices. 

Many talents have been employed. 
Henry Moore, for instance, con- 
sidered by many to be the greatest 
living sculptor, was commissioned to 
do the scone screen on the facade. 
I predict that one feature that will 
soon become well known to the 
public is the “weather window” 
which, by means of a projector that 
shines colours on to a map of 
Britain, the type of weather actually 
happening in any part of the country 
can be seen, 


* * * 


THAT stalwart of the British 
Direct Mail Advertising Association, 
Miss Kay Murphy (director and 
general manager, Linguaphone 
Institute), tells me that when she 
went to address the Nottingham 
Publicity Club the other day, G. F. 
Pratt, who was meeting her, asked 
her to carry a copy of ADVERTISER'S 
WEEKLY. 

“I thought it a rather appropriate 
variation on the conventional red 
carnation.” is Miss Murphy's com- 
ment. 


* * * 


His new job of commercial adver- 
tisement officer, British Transport 
Commission, should hold no terrors 
for George Dodson-Wells. 

As chief public relations officer, 
London Transport Executive, he con- 
trolled a department that deals with 
680,000 traffic inquiries a_ year, 
79,000 public letters, the siting and 
maintenance of 22,000 bus stop 
posts and the timetables and traffic 
directional publicity displayed on 
them, the servicing of over 2,000 
passenger shelters, the supervision 
of 40,000 directional signs on 
Underground stations, and the fixing 
and maintenance of commercial ad- 
vertisements on London Transport's 
road and rail vehicles and properties, 
as well as traffic sales promotion 
activities through various publicity 
media. 

Aged 44, Mr. Dodson-Wells 
speaks several foreign languages. 
He is a member of the Institute of 
Transport, of the House of Laity, 
Church Assembly, and of the execu- 
tive committee, Church Information 
Board. For his Army services he 


holds the M.B.E. 
Contact 


wae 


epee 


WEEKS WISECRACK 


A 


“I dreamt that a great big 
tiger was jumping at me 
and my heart was pink. 
ing like fury,” 
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We Hear— 


THAT I. C. Bringan, account execu- 
tive with Allardyce Palmer Ltd., has 
been elected a member of the Incor- 
porated Sales Managers’ Associa- 
tion. 

* + * 
THAT Lt.-Col. M. W. Batchelor 
addressed a conference of European 
food companies in Rotterdam on 
aspects of marketing in Britain. 

* * oe 
THAT Kenneth Wood, art director 
of Glovers Advertising Ltd., has 
been presented by his wife with a 
son. 


THAT the Metal Box Company's 
stand at the Packaging Exhibition 
covered an area of approximately 
1,000 square feet and illustrated the 
comprehensive packaging — service 
offered by the company. 
* * * 
THAT M. A. Chavasse, a director 
of Glovers Advertising Ltd., has 
qualified for match play in the 
Evening News week-end golfers 
competition. 
* . 
THAT visitors to the De La Rue 
stand at this year’s Daily Mail Ideal 
Home Exhibition will be asked to 
design a Coronation kitchen. 
. . * 
THAT C. T. Wells, director and 
general manager of Empire Stores 
Ltd.. of Bradford, addressed the 
Royal Counties branch of the In- 
corporated Sales Managers’ Associa- 
tion on “The Personal Qualities of 
a Manager.” 


THAT J. M. S. Segard, managing 
director of Jowett & Sowry Litd., 
printers, Leeds, was married at St. 
Peter's Church, Rawdon, near 
Leeds, to Miss Anne Barrett. 

* * * 


THAT the General Advertising Co., 
Lid., London, has been transferred 
from the registered to the incorpor- 
ated category by the Institute of 
Incorporated Practitioners in Ad- 
verusing. 

* * * 
THAT Warland F.C. (the combined 
teams of Dorland Advertising and 
Armstrong-Warden Ltd.) drew 2—2 
with London Press Exchange, the 
league leaders, at Regents Park on 
Saturday. And— 

* * * 
THAT they are the first team to 
take a point from L.P.E. this season. 

* * * 


ADVERTISING 
DIARY 


Monday, February 

Pusticrry CLus oF Lonpon. Team 
of speakers on “Advertising To- 
morrow.”” Waldorf Hotel. 6.15 p.m 

Bristot anp West Puasticiry 
Cius. K. S. Hibberd on “Television 
and Sound Advertising.” 6.30 p.m 

Tuesday, February 10. 

REGENT ADVERTISING CLUB. Kay 
M. Murphy on “Direct Mail.” 
Monotype Corporation 

Pusticrry CLus OF NOTTINGHAM 
luncheon N H Franklin on 
“Woman's influence in advertising.’ 
Mikado Restaurant. 1 p.m 

WOMEN'S ADVERTISING CLUB OF 
Lonpon dinner. Speaker: The Hon 
Anthony Asquith. Trocadero 

Beaprorp PUBLICITY ASSOCIATION 
The Rev. H. H. Griffith on “The 
history of Harwood.” 7.15 p.m 

Wednesday, February 11. 

BeirisHh Diener Mat Apverris- 
ING ASSOCIATION tea-time talk 
Mrs Beatrice Warde on “Typo- 
graphy for direct mail."" Shaftesbury 
Hotel 4.30 p.m 

Thursday, Febraary 12. 

Breks aNnpD Bucks Pus.iciry 
Ciun. Alan Hess on the *‘Austin- 
round-the-world trip in 21 days” 
(film). White Hart Hotel, Reading 

Posticrry Cius oF  IRetanp 
luncheon Maior-General Hugo 
McNeill on “An Tostal.”” Metropole 


SOOPER EERE HEHE THEE EEE EE EEE 


TWENTY-FIVE 


February, 1928 


The Advertising Association's 
Vigilance Committee was extended 
under the title of the Advertisement 
Investigation Department and the 
executive work of the Association 
was placed under the control of one 
person—the general secretary. 

* a. 

The Daily News 
Westminster Gazette. 

* + a 

Amalgamated Press introduced a 
new two-penny weekly review of 
“London's lighter side of life’’— 
London Calling. 

* * . 

Levers offered three cars in com- 
petitions run in connection with 
their toilet soaps. 

* . 7 

In anticipation of a _ national 
“Drink More Milk” drive Cadbury 
launched an extensive campaign for 
their dairy milk chocolate with the 


* 
absorbed the 


YEARS AGO 


“Eat More Milk.” 
* * * 

Lord Rothermere formed a new 
company, Northcliffe Newspapers 
Ltd., with a capital of £2,500,000 
to establish a series of provincial 
evening newspapers. 

* * * 

Afrikander tobacco was launched 
with heavy advertising. 

* ” * 

The Duke of York (later King 
George VI) spoke at the annual 
banquet of the Incorporated Sales 
Managers’ Association and said that 
Statesmanship and _ salesmanship 
were much alike. 

* * * 

A standard rate card was pro- 
en by the Bureau of Advertising 
acts. 


slogan 


* - * 
The South Wales Evening Express 
had a 24-page issue—claimed as a 
record for provincial journalism. 


oxo LTD. © 


ae ee 


THAT Geoffrey D. Hill, who is 
leaving the advertisement staff of the 
Bradford & District Newspaper Co. 
to join the Manchester office of 
Westminster Press Provincial News- 
papers, has been presented by 
G. H. Howe, advertisement man- 
ager, with a cigarette lighter from 
his colleagues. 

* * * 
THAT Exmouth Council have 
accepted the offer of the Raleigh 
Press, Exmouth, to publish a 20- 
page Coronation souvenir pro- 
gramme. 

* * ¥ 


THAT the first National Factory 
Equipment Exhibition at the Royal 
Horticultural Hall, London, on 
March 23, will be opened by Sir 
Miles Thomas. 

* * * 


THAT Hotel Management is run- 
ning a series of twelve monthly 
articles which F. W. Jefkins is con- 
tributing to help hoteliers with 
advertising campaigns and problems. 


The American “Display World” 
received 3,104 entries from all over 
the world in its International Dis- 
play Contest. Milor Display Ser- 
vices, of London, who entered the 
Oxo stand at last year's British 
Industries Fair, pictured above, and 
a window display at the Regent 
Street showrooms of Rolls Razor 
Ltd., won a bronze medal. 


* * * 


THAT the British Electricity Ambu- 
lance Bulletin, edited and produced 
by Garraway Ltd., has completed its 
first volume after two years’ quar- 
terly publication, during which time 
the British Electricity Ambulance 
Centre has grown from a _ small 
nucleus to 5,000 members. 


* * * 


THAT A. G. Bitton, advertising 
manager of Ex-Lax Ltd., has been 
appointed hon. publicity officer for 
the Slough and District 1953 Arts 
Festival and Exhibition which takes 
place in May. 


vd 


WASS, PRITCHARD «4 Co. Lr. 
85 FENCHURCH STREET 


LONDON 


E.C.3 


Creators and Producers of Colourful Printing 
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ADVERTISER'S WEEKLY 


Order 
ROYAL PHOTOGRAPHS 
for Coronation Displays 


Write for illustrated leaflet 


photowork 


Led., Brighouse, Yorks - Phone 1240 
73 Baker Street, W.! - WELbeck 0938 


A.B.C. 23,2 1 3 
The 


Largest circulation 
CANINE MAGAZINE 
THE 
DOGS’ BULLETIN 
a 


Advertising Department 
Newspaper Representations Ltd. 
231 Strand, W.C.2 

Tel: CITy 5906 38A 


KING-GANTEAUME PRODUCTIONS Lta 
STRIP CARTOON 
SPECIALISTS 
Advertising * Editorial 
Comic Books: Periodicals Novelties 
2 NOTTINGHAM ST., W.1! WELbeck 3943 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 


STUDIOS, LIMITED 
72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


116,163 


Certified A.B.C. Net Sales 


July to December 1952 


* 


HOME COUNTIES 
NEWSPAPERS GROUP 


* 
PER TRADE 
S/COL 4 5 aw «=+C* LAT 
INCH RATE 
* 


Represented in London by 


WILL KITCHEN, jr. LTD. 
131 Fleet Street, E.C.4 Central 1960 


Head Office : 
MANCHESTER STREET, LUTON 
Phone : Luton 5050 

Manager: C. W. Gilder 


AAs 
Adve 


Bérlingske 
Tidende 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 


FOR LETTERPRESS 
CARTONS 
ae 

The Pachag 4 Fenn — 

SON & wat , 

pre tene $1.,LONDON, EC? 


mOWNere® 


pact 


Coronation 
Enlargements 
for display purposes 
are available from 
AUTOTYPE 
Wluserated folder and 
price-list free 
Brownlow Rd. W.13 
EALing 269! 


Representative 
for £64 per annum 


Countrywide coverage once a 
month, amongst plumbing contrac- 
tors and heating engineers, getting 
to the ‘prospect’ in his most recep- 
tive moment—when contemplating 
modern practice and products. 

Employ this ambassador, ‘' The 
Plumber & Journal of Heating.’ 


campaign on application to DALE 
REYNOLDS & CO. LTD., 32 Fins- 


bury Square, E.C.2. 


Full details of low cost advertising | 


‘Business’ to launch 
new service 


A new monthly economic service 
for industry entitled “Prospect,” is 
to be published with the April issue 
of Business, Journal of Management 
in Industry. As its name implies, 
“Prospect” will be forward looking, 
with two main aims: 

To give executives the facts and 
figures necessary to enable them to 
reach decisions on buying and sell- 
ing and, financing their business. 

lo interpret these figures, showing 
how they throw light on future con- 
ditions. 

Separate sections will cover trends 
and developments in both home and 
export markets. Articles will be 
supported by _ specially-prepared 
tables and charts. 

For the half year July-December 
1953 Business sold 12,693 copies a 
month (A.B.C.), an increase of 160 
over the previous half year. 

* * * 

Two feature pages on a “Bread 
for Health and Energy” theme ap- 
peared in The Yorkshire Observer 
on Tuesday and Thursday of last 
week. They were strongly supported 
by advertisements from lead bakers 
and confectioners. 

* * a 

lliffe’s Nursing Mirror is offering, 
as prizes in a competition, seats for 
the Coronation procession. 


Branded goods feature 


A six-page advertisement supple- 
ment featuring branded goods was 
included in last week's issue of 
Men’s Wear. An introduction stated 
that the brand name ensured value 
for money and the pages were 
headed—“Branded goods inspire the 
confidence of the public,” and 
“Branded goods are always a sound 
investment.” 

* * * 

Collins Magazine will in future be 
known as Collins Young Eliza- 
bethan. Price of the magazine will 
remain at 2s. monthly. 

* * * 
_Everybody’s will be using exten- 
sive advertising to publicise a new 
crossword feature. £1,000 is being 
offered every week. National press 
advertising will be supported by 
double crown posters throughout 
the country and spaces are being 
taken on London bus fronts. 

* * 

Full colour photographs of a new 
passenger cargo liner to appear in 
the February issue of The Motor 
Ship will be the first appearance of 
colour in the editorial pages of this 
journal, now in its 34th year. 

* * & 

The Jewish Observer and Middle 
East Review, organ of The Zionist 
Federation of Great Britain and 
Ireland, has appointed William 
Samuel & Co. (London) Ltd., as 
their, advertisement representatives. 


HENDON 
BILLPOSTING 


COMPANY 


eo netow 


37 SPRING STREET w. 2. 


Over 30 leading furnishing firms 
will tie-up with a feature on bed- 
rooms in the March issue of House- 
wife. 

* * * 

The Times has acquired the copy- 
right of messages and pictures from 
the British expedition which will 
attempt to climb Mount Everest this 
spring. 

* * 

May 30 is the date of the Coro- 
nation issues of two leading 
Odhams publications. The John Bull 
souvenir issue will contain a detach- 
able Royal Supplement of perman- 
ent appeal, as well as many special 
articles and fiction features. Woman 
will concentrate on those elements 
of the Coronation of _— special 
feminine interest, with emphasis on 
colour and glamour. 


New comic 


Thomson-Leng are _ to-morrow 
(Friday) launching a new comic 
called Topper. It will have the same 
format as Thompson's Weekly News 
with 16 pages for 3d. There will 
be a free gift in the first two issues. 
The new comic will be advertised in 
the Daily Mirror. 

* +. * 

British Vogue Fxport Book, No. 
1 1953, opens with an eight-page 
coverage of Coronation merchandise 
for gift, fashion-accessory and hat 
buyers. The Coronation theme is 
continued in a ten-page feature of 
fabrics; in two pages on furnishing 
fabrics; in knitting wools to pro- 
mote against heraldic and other 
traditional backgrounds: and in 
four pages of promotion ideas. 

* * * 

Every British motor cycle is 
represented in the 160-page 1953 
edition of British Motor Cycles of 
the Year, published by Stone & 
Cox Ltd. Priced 3s., it covers light- 
weight machines, standard tourers, 
racing and competition models, 
three-wheelers, and power units for 
bicycles. 


Sales survey 


In the February issue of Electrical 
and Radio Trading a survey cover- 
ing technical and sales data shows 
that 30 firms are now making 
electronic recording machines for 
business, home and theatrical use, 
and 27 firms are engaged in supply- 
ing tape tables, accessories and com- 
ponents. Forty pages of editorial 
and advertising in the 236-page issue 
are devoted to the subject. 

* * + 

For the fourth year, the Evening 
Chronicle, Manchester, has run a 
page feature about the Middleton 
Tower Holiday Camp. In addition 
to an editorial and illustration, the 
page carried a Camp advertisement 
placed by Alfred Bates & Sons Ltd., 
and a number of travel agency ad- 
vertisements., 

* * 

Price of the monthly Jobbing 
Printer has been reduced from 
Is. 6d. to Is. and the number of 
pages increased to 32. 

* * + 

Ten pages of the current issue of 
Power Laundry are devoted to an 
article in which C. D. Rant, Editor 
of ADVERTISER'S WEEKLY, discusses 
“The Way to Better Sales Promo- 
tion” for the laundry industry. A 
leading article also stresses the need 
for improving laundry salesmanship 
and public relations. 
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Current Advertising. 
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New Ronson lighter works by gas 


Emu’s Coronation 
Golden Flagon 


The Emu Wine Co., Ltd. are to 
run a powerful advertising cam- 
paign to introduce a special sou- 
venir for the Coronation season— 
Emu burgundy in what is described 
as the Golden Flagon. 

The Golden Flagon, witha rich matt 
gold finish, has a colourful heraldic 
transfer label and tied to its neck 
is a folder giving directions for 
making “Coronation Cup” which 
will be publicised as a_ suitable 
celebration drink for the whole 
family. It sells at 11s. 6d. and the 
contents equal 1} normal wine 
bottles. Each Golden Flagon is 
wrapped and sealed in a strong 
~transparent acetate bag. 

The first advertisements will appear 
in March and April and full colour 
pages have been booked for Picture 
Post, Illustrated and House and 
Garden during May. Also on the 
schedule are il-in. triple column 
spaces in the Daily Express, Daily 
Mail and Daily Telegraph. 

A full colour window display is 
being issued to retailers together 
with special flexible style display 
units. The agents are Samson Clark 
& Co., Ltda. 


Looking for a name 


The Oppenheimer Casing Co. 
(U.K.) are looking for a name for 
a new British luncheon meat they 
are to introduce in this country. One 
of their aims is to combat the use 
of the word “Spam” which has been 
adopted by housewives to describe 
any of the several varieties of 
canned meat which have been im- 
ported here in recent years. 

The company has launched a cam- 
paign through the meat trade to find 
a name. It will be chosen by 
referees of the Good Housekeeping 


Institute. National advertising will 
be used to “sell the new brand 
name. 


The product will be marketed in 
“Hypack” synthetic casings, printed 
in two colours. 


Selling shampoo 


.* 
in a sachet 

Large space advertising in the 
Daily Mirror, Daily Express and 
Daily Mail will appear at the end 
of this month to announce the intro- 
duction of Vaseline liquid shampoo 
in a single sachet, retailing at 6d. 

The sachet incorporates a com- 
pletely new development—the top 
tears off and scissors are not 
needed. 

The sachet will be delivered to 
retailers in display outers, each con- 
taining three dozen. Trade press 
advertising has started. The J. 
Walter Thompson Co., Ltd., are 
handling the scheme. 


Alfred Bates & Son Ltd.. who 
are the agents for H. & A. Manu- 
facturing Co., Ltd., are running a 
new campaign for a domestic roll 
of Pliofilm packaging material, 
which their clients are merchandis- 
ing. Erwin Wasey & Co., Ltd., are 
sull handling the advertising for 
Pliofilm and all other Goodyear 
products. 


Ronson are introducing a butane 
gas lighter. It is to be known as the 
Viking and distribution will begin 
towards the end of March. 

There will be extensive advertising 
as soon as distribution is completed, 
Retailers are being sent a window 
or counter display piece to hold one 
Viking in its presentation box, which 
includes two refill bulbs of butane 
gas and sells at 63s. 

A special feature of the lighter 
will be a two-way jet flame. When 
the lighter is turned upside down 
the normal flame is converted into a 
jet, designed particularly for pipe 
smokers, 

Although the Viking will have 
extensive advertising support the 
bulk of Ronson publicity this year 
will still be concentrated on petrol 
lighters. 

Ronson believe that petrol lighters 
will for a long time to come consti- 
tute the bulk of sales. Gas lighters, 
they say, are more expensive to 
manufacture and their retail price is 
likely for some years to put them 
in the higher price bracket. 

Ronson’s agents are Mather & 
Crowther Ltd. 


Lyons launch 
Frood scheme 


A major advertising and mer- 
chandising campaign starts this 
week for Frood, the pre-cooked, 
deep-frozen food process of J. Lyons 
& Co. 

Aimed at boosting sales through 
retail outlets in London and the 
home counties, the new campaign 
Starts with a full page in the Evening 
Standard to-night (Thursday), fol- 
lowed by a 13 in. x § col. space in 
the Evening News to-morrow. 

Advertising for the first stage of 
the campaign is concentrated in these 
two evening papers and supported 
by a broadsheet for retailers, book- 
lets for the public, and stickers and 
other point-of-sale material. 

Co-ordinated sales slogan being 
used through all these media informs 
the public they can have anything 
“from a cold snack to a hot meal 
without cooking,” if they use Frood. 

Dorland Advertising Ltd. are the 


agents. 


Their first spread 


The Smallholder carried its first 
ever double-page spread last weck. 
Placed by the Partington Adver- 


tising Co., Ltd., it featured the 
Farmers’ Boy light tractor and 
garden cultivator. The client was 


G. W. Wilkin Ltd., the sole con- 
cessronaires. 

Represented in the ad. were 29 
agents for the Farmers’ Boy serving 
areas from Cornwall to Scotland, 
and from Pembrokeshire to Essex. 


New cleansing cream 


A new cleansing cream is being 
added to the range of Anne French 
beauty products, It will embody 
the “new derma-callic cleansing 
technique” the purpose of which, 
it is Stated, is to soften, to cleanse, 
and to condition, 

Plans for a campaign, expected to 
start in the spring, are not yet com- 
plete. The agents are Armstrong- 


Warden Ltd. 


ADVERTISER'S WEEKLY 


NEW ACCOUNTS: 


Co., Ltd; Jasco Ltd., 


Ltd. 


tising Ltd. 
NEW CAMPAIGNS: 


trade press; Araby soap (F 


Advertising Co., 


e AT A GLANCE e 


ACCOUNTS MOVING: 


William Hollins & Co., Ltd., makers of ‘Viyella,’ ‘Clydella’ 
and ‘Dayella’ textiles, to Robert Sharp & Partners. 


Southdown Motors (national press) for Allardyce Palmer & 
makers 
pastilles (test scheme in Birmingham area) for Auger & Turner 


Allday Sashless Windows, made by P. G. Allday & Co., Ltd. 
(trade and technical press and direct mail), for Auger & Turner 
Ltd. (Birmingham); Dixon Ltd., photographic dealers (national 
dailies and Sundays), for John Haddon & Co., Ltd.; Crypton 
Equipment Ltd., makers of garage equipment and industrial 
rectifiers, Lancashire Dynamo Switch Gear Ltd., and Crypto 
Ltd., makers of food preparing machinery, for Smee’s Adver- 


Vaseline liquid shampoo (the J. Walter Thompson Co., Ltd.), 
national newspapers and magazines; Slix swimsuits (F. John 
Roe Ltd.), posters; Emu Golden Flagon (Samson Clark & Co., 
Ltd.), national dailies and magazines, starting March. 

Albolene cleansing cream (Gordon & Gotch Advertising 
Ltd.), three month scheme in Radio Times, offering new book- 
let on skin beauty, trade press and display material, Eureka 
horticulture products, made by Tomlinson & Hayward Ltd. 
(Gordon & Gotch Advertising Ltd.), gardening and national 
press, Radio Times and trade press, starting in March, 3-in-One 
furniture scratch remover (Sclis Ltd.), women’s magazines and 
trade press; Qualcast lawnmowers (Brandis-Davis Agency Ltd.), 
national dailies and Sunday newspapers and provincials, starting 
in March; Bear Brand stockings (Alfred Pemberton & Co., 
Ltd.), national newspapers, including half-page in the Daily 
Express, and large spaces in the Daily Mail and Daily Mirror, 
Gill’s Cables Ltd. (Downtons Ltd.), full colour pages in the 


Ltd.), national newspapers and women’s magazines, Mastermet 
seed tray, new line by Adams Bros, & Burnley Ltd. (Partington 
Ltd.), full pages in gardening papers, “Daily 
Mirror” (Partington Advertising Co., Ltd.), intensive scheme in 
South Wales with half-pages in local newspapers and posters; 
Frood frozen foods (Dorland Advertising Ltd.), London even- 
ing newspapers and point of sale material. 


of menthol and eucalyptol 


Pritchard, Wood & Partners 


3-In-One scratch 
remover comes back 


After an absence of nearly two 
years E. R. Howard Ltd. are re- 
introducing their 3-in-One furniture 
scratch remover. It was withdrawn 
from the market owing to “produc- 
tion pressure” from the company’s 
other lines. 

Now it has been repacked and an 
extensive scheme in women’s journals 
and the trade press is being 
launched. There will be dealer tie- 
ups in provincial newspapers and 
national newspaper advertising 1s 
also being considered. 

A new showcard has been distri- 
buted. The agents are Sells Ltd. 


Sparklon bristles 


Spa Brushes Ltd. have adopted 
the name of Sparklon for the new 
“extra flexible, extra glossy’’ nylon 
which they are introducing to their 
toothbrushes. 

Advertising support is still in the 
planning stage although a trade press 
scheme started this week. G. Street 
& Co., Ltd., are the agents. 


NEW BABY POWDER 


Cow and Gate have launched a 
baby powder, Insets will shortly be 
appearing for the new product in the 


normal Cow and Gate baby food 
advertising Ihe baby food packs 
are also to carry mention of the 


baby powder 


Wine (or a bra) for 


slogan winner 


S. C. Peacock Ltd. are running 
two competitions for readers of their 
Quarterly Digest. 

In the first, readers are invited 
to estimate how many replies were 
received from four large space ad- 
vertisements for Christie-Tyler chairs 
which appeared in the Daily Mirror, 
Daily Herald, Sunday Express, and 
the Daily Mail. Nearest to the cor- 
rect figure will be presented with a 
Christie-Tyler chair, 

In the second competition entrants 
have to write a slogan for the Trés 


Secréte inflatable bra. The first 
prize is a Tres Secréte bra or six 
bottles of wince, with consolation 


prizes of a cigar or a bottle of 


Nailoid nail polish. 


Publicity on the 
cheap 


Pitlochry, whose Town Council last 
year gave five guineas to the Scot- 
tish Tourist Board, has made a 
profit of £100,000 as a result of the 
Board's activitics, said Tom John- 
ston, chairman, in Edinburgh last 
week. The Board, he said, are dis- 
appointed gencrally with local auth- 


ority donations. In many areas, 
contributions were less than the 
amount spent by the Board on 


publicising those areas. 
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ADVERTISER'S WEEKLY 


Municipal Journal 


Celebrating 60 


years’ service 


" With a 144-page special 
Diamond Jubilee number, the 
Municipal Journal this week 
celebrates 60 years of continuous 
weekly publication. The issue 
carries reviews of progress in 
each field of local government 
during the last six decades. 

Over 100 advertisers have 
taken space in the number, the 
front cover of which was designed 
in red, royal blue and gold in 
conjunction. with JT. Booth 
Waddicor and Partners Ltd, 
agents for Roneo Ltd., who took 
the front cover position. Ancther 
feature publishes messages and 
a list of advertisers who have sent 
congratulations, 

‘The paper was founded in 1893 
as London by Robert Donald to 
investigate the corruption and 
mismanagement in local govern- 
ment in the metropolis which he 
had examined in 1888 as a 
special correspondent on the 
newly born Srar. 


Beaverbrook’s tribute 

In 1898 the title was changed 
to the Municipal Journal and 
London to embrace the journal's 
interest in the activities of the 
local government service through- 
out the country. 

The Jubilee number opens with 
a reply from the Queen to a 
message of loyal greetings. 

There is an appreciation of 
Robert Donald by A. J. Crump, 
deputy editor of the Journal, 
who prepared the special] number; 
and tributes to Donald by Lord 
Beaverbrook and R. C. K. Ensor. 

The Chancellor of the 
Exchequer, all the Ministers con 
cerned with local government and 
leaders of the local authority 
associations have sent messages 
of congratulation. 


‘News Chronicle’ 


In a full page advertisement 
for the News Chronicle which ap- 
peared in ADVERTISER'S WEEKLY 
last week the red printing was 
possibly omitted from a_ few 
sheets. 

The advertisement should have 
read: 

150,000 in first week 


Q. Who are the 150,000 readers 
of the News Chronicle who 
entered in the first week of the 
News Chronicle £5,000 series of 
Home Planning Competitions? 

A. They are the men and 
women of this country genuinely 
interested in planning — their 
homes, who want a home of their 
own, 

They are the men and women 
of this country who are particu- 
larly receptive io new ideas and 
designs in the whole field of 
household furnishings, _ fittings 
and equipment. 

They are the intelligent, respon- 
sible citizens whom one can never 
afford to ignore. 
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CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT, 3s. 64. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per line, 35s. per display panel inch, AM other 
classifications, 4s. per line, 45s. per display panel inch. Minimum, 3 limes. Box No. 
charge, one line plur 9d. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE PREPAID. Address “Advertiser's 
Weekly,” 180 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


' APPOINTMENTS VACANT 


Situations Vacant: ‘The engagement of persous answering these advertisements must 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 

unless he or she, ov the employment, is excepted from the provisions of the 
Notification of Vacancies Order 1952.” 


STUDIO IRWIN EXPANSION 


There is a vacancy for a 
FIRST CLASS 


STILL LIFE ARTIST 


Versatile and equally at home on all treatments. Top salary 
paid to right man but he must be outstanding. Write giving 
particulars to 

Managing Director 


STUDIO IRWIN LIMITED 


IRWIN HOUSE GOUGH SQUARE LONDON, E.C.4 


ARTIST required for general Studio work 
in West End Agency, good lettering 
essential and aptitude for other finished 
work desirable, Age, experience, salary 


to 

Box 3806 Ad. Weekly 180 Fleet St BC4 
EXCEPTIONAL OPPORTUNITY © pre- 

sents itself for a young man (under 35) 

who has had a little space-selling ex- 

perience or is keen to enter that field 


PUBLICITY CLERK (male) 23-25 
required by large Motor Spirit Distri- 
buting Company Good handwriting 
and figures essential. Excellent chance 
for right man. Pension scheme. Staif 
restaurant, Write stating age, experi- 
ence and salary required to Box AW 
112. LPE, 110, St. Martin’s Lance, 
W.C.2 


BOOK-KEEPER /SHORTHAND TYPIST, 


A well-known Fleet Street group of male or female, required as assistant 
periodical-publishing companies is pre- to Accountant in Technical Advertising 
pared to train such a man for early Agency. Experience of space buying 


Promotion to one of its main adver- 
usement departments. Probat.onary 
salary £6-£7. Write, in strict confidence 


and preparing space schedules also 
desirable. Should be quick worker and 
be able to grasp facts and detail with- 
Out supervision. 

Box 3542 Ad. Weckly 180 Fleet St EC4 


to 
Box 3861 Ad. Weekly 180 Fleet St EC4 


HEDLEY, BYRNE & CO. LTD. 


140 PARK LANE: LONDON: W.!I 


need a 


First-Rate 
Creative Man 


He need not be an artist; he is probably not a copywriter. 
But he must be an all-round advertising man. His job will 
be to work as part of a creative group. After detailed 
briefing, he will be expected to decide on copy policy and 
produce the outlines of a complete campaign. He will 
visualise the campaign as a whole, covering all forms of 
media in a series of the roughest visuals which will clearly 
indicate the selling angle; and he will be prepared to justify 
his presentation in a brief memorandum. This is no hum- 
drum job, but one of considerable responsibility, calling for 
a man of talent and experience. No one else should apply. 


If you feel that you measure up to these require- 
ments, write in strictest confidence, stating 
present salary, to the Creative Director 


’Phone your Classifieds to CHA 8844 (Ex 25) 


VISUALISER 
splendid opportunity 


Small London agency requires 
agency-trained visualiser / layout 
artist (some finished work). This 
is a key job with a directorship 
in the offing for man of in- 
tegrity, enthusiasm and ideas. 
Five day week, pleasant working 
conditions. Write fully to: 


Box 3849 
Advertiser's Weekly 188 Fieet 81 EC4 


ADVERTISEMENT MANAGER waned 
for old established and expanding Home 
Counties newspaper, with a New Town 
in circulation area. Excellent prospects 
for keen, energetic young man prepared 
to work hard. Salary and commission. 


Write, 
Box 3864 Ad. Weckly 180 Fieet St BC4 


First Class 


LETTERING 

ARTIST 

wanted immediately 
high class work 


in pleasant West 
End surroundings 


Box 3895 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST-DESIGNER. There is an exce!- 
lent opportunity here for a first class 
designer who is really creative and 
capable of producing work of the 
highest standard in a modern style. If 
he caa also handle a certain amount of 
finished work, so much the better. The 
man we require will receive a good 
sa‘ary and work in a congenial atmos- 
phere. If married, accommodation will 
be available in the near future 
BEARDMORE ADVERTISING LTD... 
125 Soho Hill, Birmingham, 19. 


SOUTH AFRICA 


Required for Johannesburg Litho- 
graphic Works offering good wages 
and conditions: 

(a) Qualified Platemaker 

(b) Retowch Artist. 

(c) Design Artist for labels, show- 
cards, cartons, ¢etc., for photo-litho 
Write, in first instance, with full 
detai's of training, experience, age, 
martial status, copy testimonials, ctc., 


x AW. 932 c/o 191 Gresham 
House, E.C.2 


PRESS OFFICER. The Internationa! 
Wool Secretariat requires the services 
of a qualified journalist to handle the 
LW:S. news services. App. icants 
should have considerable editorial ex- 
perience of sub-cditing and reporting. 
A knowledge of the woo! industry is 
desirable. The age limit is 45. Salary, 
according to quatifications, not less 
than £1,100. There is a superannua- 
tion scheme. Apply with full particu- 
lars to the Secretary, International 
Wool Secretariat, Dorland House, 18/20 
Regen Strect, London, S.W.1, mark- 
ing cover “Confidential ()’’. ed 

SILK SCREEN PRINTING/ ARTIST 
required to open new Silk Screen 
department in old established Yorkshire 
speciality printing house Experience 
with automatic machine and photo- 
graphic stencils preferred. Opportunity 
for man with initiative and good ecfer- 
ences Write giving experience and re- 
munecration required. 

Bex 3891 Ad. Weekly 180 Fleet St BC4 

IMPORTANT NATIONAL FOOD Trade 
Weekly requires advertisement can- 
vassers in Midlands, Lancs, Yorks and 
North of England. Apply giving details 
of recent record and stating terms to 
Box 3892 Ad. Weekly 180 Figet St BC4 


4 : : : ~ —— a  —eeT 
é eC Hi Fesruary 5, 1953 
pe OINTMENT Vaca 
-— ee 
a 

E Sa 2 ee ee. 
4 fd ee _T—S 
a 
: es 

| 


Fespruary 5, 1953 


APPOINTMENTS VACANT 


STENCIL CUTTERS fully experienced 
required for SILK SCREEN work. 
Five day week. Permanent positions 
= SF men. Salary according to age 

experience. Apply. TRAPINEX 
LIMITED, 176/ 188 ACRE LANE, 
BRIXTON, sw 


ARTIST. Experienced in Silk Screen 
trade, must be able to letter. Excel- 
lent position and good salary for cight 
man. Staff notified Apply Display 
sregnetens. 155a, Mariborough Road, 

N.1 Archway 5246. 

GENERAL ARTIST REQUIRED in 
Studio of well-known group of Fleet 
Street publishing companies. Must be 
experienced in drawing for reproduc- 
tion, advertisement layout and letter- 
ing. Knowledge of type an advantage. 
S-day week. Salary £7-£9, according to 
qualifications. Details of experience, 
age, ctc., to 
Box 3817 Ad. Weekly 180 Fleet St EC4 


PRODUCTION MAN with sound adver- 
tising sense required for rapidly expand- 
ing Provincial Agency. A keen ener- 
gctic “all-rounder.” Adaptations, 
block ordering, production of print 
through al) stages from basic material, 
etc. Write giving full details of past 
experience and salary required to The 
Manager, Joughin Advertising, 23, 
__North Street, Guildford, Surrey. 

GENERAL ARTIST. An excellent 
opportunity, in the studio of a promi- 
nent technical house, for a young man 
who is a good letterer and has a sound 
knowledge of type. Figure work an 
advantage Five day week. Write 
Stating age, experience and salary re- 
quired (send ro specimens) to 
Box 3803 Ad. Weekly 180 Fiee: St BC4 


CLASSIFIED ADVERTISEMENTS 


FIRST CLASS CREATIVE 
COPYWRITER 


wanted for 


INDUSTRIAL ACCOUNTS 


To have the experience required, he will not be below thirty- 

five, and most, if not all, of his copywriting career will have 

been with good agencies. This post is well-paid and offers 
an excellent future. 


Write, giving personal details and salary required. 
TAYLOR ADVERTISING LTD. 
115 Gower Street, London, W.C.! 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ADVERTISEMENT REPRESENTATIVE 


leading London technical publishers 
have vacancy in London and Home 
Counties areas for live advertisement 
representative Applicants should have 
successful space-selling experience, 
ability, enthusiasm and ambition 
directed by plenty of energy. The 
appointment offers excellent scope and 
prospects and is intended to be a 
permanent and progressive one. Salary 
and commission Pension scheme 
Write, giving full details of experience, 
age, in confidence to 

Box 3857 Ad. Weekly 180 Fleet St EC4 


COPY WRITER /VISU ALISER 
immediately for very active technical 
accounts (Manchester Agency). Age, 
experience, copy references, salary 
tequired 
Box 3859 Ad, Weckly 180 Fleet St BC4 


TOP - LEVEL 


required by London Agency 


with experience—possibly on both sides of the 
Atlantic—in the planning of campaigns for important 
consumer goods. Responsibility will range from 
study of client’s products (and potential products), 
supervision of merchandising, checking on 
retailer participation, instigating research and copy 
testing etc. Excellent prospects. 


Reply in confidence, stating age, experience, salary re- 
quired to Box 3889 Advertiser’s Weekly, 180 Fleet St,, E,C.4 


EXECUTIVE 


required 


SILK SCREEN PRINTERS—-Expcrienced 
and Trainees required. Five day week. 
Permanent positions to right applicants 
Apply, TRAPINEX LIMITED, 17 6/ 188 
ACRE LANE, BRIXTON, S.W 


CORAS IOMPAIR 
EIREANN 


(Ireland's Transport System) 


Applications are invited for 
the position of 


PUBLIC RELATIONS 
OFFICER 


The post is pensionable and 
the salary payable will be 
commensurate with the suc- 
cessful candidate's experience 
and suitability, but will not be 
less than £1,500 per annum. 
Applications, with full par- 
ticulars of qualifications and 
experience, should reach the 
Secretary, Kingsbridge Station, 
Dublin, not later than 
February 23, 1953. 


Kingsbridge, 
DUBLIN. 


SPACE SALESMAN required by pub- 


lishers. Specialised media. Scope for 
conscientious salesman to carn well 
over £1,000 p.a. Details please to 

Box 3863 Ad. Weekly 180 Ficet St BC4 


VERSATILE GENERAL ARTIST re- 
quired with sound agency background. 
Finished drawings for press and print, 
lettering, olient’s roughs in pencil and 
colour Every encouragement given to 
own creative ability, Write in first in- 
stance giving details of past expericnce 
and salary required to Joughin Adver- 
tising Ltd., 23 North Street, Guildford 


SOUTHERN RHODESIA 


Young Advertising Agency in Salis- 
bury requires layoutman/ account 
executive with wide background of 
agency experience, capable of hand- 
ling c.ient—contact and inside creative 
work Preferably single, around 30 
Airmail full details to Manager, 
Capricorn Advertising Ltd., P.O. 
Box 1485, Salisbury. 


LAYOUT MANAGER to assist in pre- 
paration of Catalogues for Mail Order 
House. Some knowledge of copy writ- 
ing an advantage 
Box 3851 Ad. Weekly 180 Fleet St BC4 


Advertisement space salesmen 
expect and do earn £25 
weekly and more on official 

publications with 


SKY PRESS LTD. 
Phone: AMB 6628 


SALES EXBCUTIVE required with drive 
and initiative to reorganise sales force 
of rapidly expanding company design- 
ing and manufacturing display stands for 
national advertisers Applicants must 
produce evidence of their A = and ad- 
——— ve ability. App 
Box 3856 Ad. Weekly a0 "Fleet St BC4 


WINDOW DISPLAY EXPERT required 
by well-known Perfumery - Cosmetic 
House, to take charge tivities con- 
nected with Department "Ou alifications 
—proven experience in similar capacity, 
demanding enthusiastic outlook, prac- 
tical imagination and knowledge of 
designers and supplicrs. Must be pre- 
pared to travel for purpose organising 
special displays, and supervise efficient 
employ ment Companys display 
materia!, Acquaintance with store dis 
play managers would be added advan- 
tage. Write details, past expericnce, 
age, salary required, cic., to 


_Box 3680 Ad. Weekly 180 Fleet St BC4 
EXHIBITION MANAGER ceguired to 
plan and run wel! established annual 
exhibition held in London Applicants 


should be young, have good organising 
ability and preferably an interest in 
model engincering Please state ex 
ericnce and salary required 

m 3854 Ad. Weekly 180 Fleet St EC4 


VISUALISER/ 
TYPOGRAPHER 


We require a young, agency- 
trained man with a practical 
knowledge of typography and 
the ability to produce slick 
visuals on a variety of ac- 
counts. 


Profit Sharing and Pension Schemes. 
Apply in own handwriting, 
stating age, experience and 
salary required. Mark your 
envelope ‘STUDIO’. 


Ss. C. PEACOCK LTD. 
Maddox House 
215-221 Regent Street, London, W.! 


OLD ESTABLISHED London book 


lishers require male assistant to Adver- 
tising Manager. Able to prepare type 
layouts and adaptations, and have 
knowledge of type faces and biock mak- 
ing. Age 22-25. Write full details to 
Box 3852 Ad, Weekly 180 Fleet St BC4 


MESSENGER 


Lion House, 


Wanted 


by Clifford Bloxham 
& Partners Ltd. 


ACCOUNTS CLERK 
Girl experienced in accounts and typing. 
VOUCHER CLERK 


Woman experienced in vouchers and typing. 


Pensioner or other person not liable to call up. 


TYPIST FOR COPY 


- Interesting work with chance to learn advertising. 


5-day week normally worked ; 9.30 to 5.30. 
Overtime practically unknown. Modern offices. 
Please write to Staff Manager, 

Clifford Bloxham & Partners Ltd., 

Red Lion Street, W.C.1 

giving details about yourself 

and your ideas on salary. 


*Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


ARTIST for 
SCOTLAND 


Artist (Commercial) fully experienced 
in preparation of Press advertisements, 
leaflets, etc. Experience in drawing of 
furniture an advantage but not essential. 
Excellent salary and bonus. Persons 
residing outside Edinburgh would be 
assisted with accommodation. Apply in 
writing to Advertising Manager 


GRANTS 


*Scotland’s National Furnishers’ 
Il Melville Crescent, Edinburgh 


GOOD ALL ROUND ARTIST who can 
also prepare layouts and siick visuals 
Wanted by medium London Agency 
Good prospects for the naht man wisa 
ing to progress with rapid.y growing 
well established concern Write, siat- 
ing salary requi red. age and experience 
Box No, 3375, Mason Peacock Lid 
184 Strand, W.C.2 


ARTIST (Male) first class layout and 
finished = artwork Colour printers 
modern studio S day week John 


Osmond & Co., Ltd., Derbyshire House, 
w.c.l 


TER 3067/8 


LAYOUT ARTIST leading — clectrical 
manufacturers scek immediately young 
Assistant Layout Man for work in ex- 
anding Publicity Department (Central 
ondon). Work comprises creative lay 
outs for black and white and coloyred 
advertisements in technical press, pre 
Paration of publicity and sales lcaficts 
booklets, eto, Some experience of dis- 
play planning and general publiciy 
assistance, an advantage Write in 
confidence, giving detai's of past ex 
— nce, specimens, and salary required 


Dox 1855S Ad. Weekly 180 Fleet Si BC4 
ADVERTISEMENT REPRESENTATIVE, 
free-lance or part time required for 
several national and overseas publica 
tions for London and home counties 


area 
Box 3858 Ad. Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS | 


Situations Vacant: ‘The engagement of persons answering these advertisements must 
be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive of a woman aged 18-59 inclusive 


unless he of she, or the employment, 
Notificanoa of V 


TWO GOOD JOBS WITH 
S.A.S. 


1. CREATIVE LAYOUT 
ARTIST 
2. PRODUCTION ASSISTANT 


Young men or women are 
invited to apply for these two 
vacancies, Both should have had 
at least three years’ Agency 
experience, The artist will create 
quickly good, slick layouts, will 


interpret and improve rough 
suggestions from others and 
will be a good typographer. 


Ihe Production Assistant will be 
experienced in the internal ad- 
ministration of accounts, able to 
order blocks, typesetting and 
print. 

Apply in writing with full details 
of age, previous experience and 
salary required, to: 

Staff Director 
ey ADVERTISING SERVICE LTD. 
New Court, Lincoln's Inn, W.C.2 


WINDOW DRESSER. 


windows in Southern England. Good 
salary, expenses, car supplied Super- 
annuation Please write in confidence 


stating age, 
Old Bond Street, W.1 


LETTERING ARTIST, ‘able to ‘to do slick 
layouts Experience essential 


Red Lion Street, W.C.1. HOL 9357 


Required by 
BOURJOIS LTD. for Dressing retailer's 


qua‘ifications and expcri- 
ence, etc., to Standbrook House, 2/5 


Write 
or phone STUDIO SEVEN LTD. 47 


for layout, 


CREATIVE 


LAYOUT ARTIST 


WANTED 


Front-rank Advertising Agency requires a young 

creative man for important National Accounts. 

Knowledge of figure drawing and typography. 
A flair for lettering. Must be versatile. 


CREATIVE 


LETTERING ARTIST 


WANTED 


Must really understand the purpose of lettering 
and possess an appreciation of 


typography. 
Apply for appointment to 


Box 3894 
Advertiser’s Weekly, 180 Fleet St,, London, E,C,4 


is excepted from the provisions of the 
1952.” 


EXCEPLIONAL OPPORTUNITY for en 
thus.astic young man about 20 to 
understudy princ pals of smal! but 
growing Advertising firm. Should have 
Previous advertisng experienc (pr 
ferably in agency) and know edge of 
clemenary book-keacping Excellent 
prospects for re “ man (or Lady 
might be considere 
Box 3861 Ad. W nes 180 Fleet St EC4 
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A by ERTISING 


OPPORTUNITY occurs for capable re- 


presentative on our sales staff to sell 
screen space 20 per cent commission 
and fares. References required, Mag- 
net Advertising Co., Ltd., 91, Stoke 
we wington Church Street, ondon, 

16 Phone: CLIssold 6991 a 
SPACE REPRESEN- 
ATIVE required for evening and 


weekly paper in West Cumberland. 
Must be prepared to live in area. 
Apply. giving full details of past ex- 


perience and wage required. to General 
Manager, Workington Star, Oxford 
Street, Working‘on, 


REPRESENTATIVE with good London 


contacts required , first<lass Silk 
Screen Printers 


Ap 
Box 3860 Ad. Weck! 4 iso Fleet St EC4 


‘Phone your Classifieds 


Minor 


finished rough. He 
all-round artist, but 
advertising man. 
for a product 
Stage with the 


from 


what is wanted, 


money, 


We're rather 
humour. 


busy, 


Genius WANTED... 


Someone exceptional is required to run the 
studio of a growing West End 
must be a visualiser who can produce a slick 
will 
to-day he will be an 
He will take the campaign 
scratch to 
minimum of 
because his experience tells him immediately 
he will more often than not 
produce it rather quickly. 
that advertising is a part of selling, and not 
just a pleasant way of spending someone else’s 
he will be somewhat 
than are most artists. 
advertisement and the 
approach will come equally easily to him and, 
which is more important, 
is needed for the product. 
a while on most jobs in advertising, apart from 
a few years running a smal! studio. 
so he'll need a sense of 


Commencing remuneration for this paragon 
will be below a thousand a year but plus a 
clear-cut arrangement by which his remunera- 
tion is linked to the progress of his studio. 
Brief background to Box 3903. 


« « « Whois an 
ARTIST in Advertising 


A “busy” 


Agency. He 
also have been an 


presentation 
direction and, 


As he appreciates 


shorter haired 
mail order 
contemporary prestige 


he will know which 
He’s probably spent 


BRITISH EUROPEAN AIRWAYS re- 
quire an Advertising Officer to be based 
in London. Applicants must be experi- 
enced in all branches of advertising and 
have had several years’ practical ¢x- 
perience in an Advertising Department 
or Agency Some knowledge of over- 
seas advertising is required Salary 
£695-4875 pa Appl cations giving 
full details to Personnel Officer, Head 
Office, B-E.A.. Keyline House, Ruisiip, 
Midd'esex 


AMBITIOUS ADVERTISEMENT RE- 
PRESENTATIVES in the technica! and 
trade journal field are invited to write 
for a vacancy which has just occurred 
Owing to promotion 78 per cent of 
our present advertisement managers 
Started as representatives Terms 
salary, commission and expenses with 
guaranteed Minimum to commence 
Pension scheme Write full details of 
age and cxperience to 
Box 3865 Ad. Weck!y 180 Flect St EC4 


THE MANUFACTURERS of a wel! 
known interna‘iona! branded product re- 
Quire the services of an Assistant Ad- 
Vertising Manager Qualifications re- 
qQuired—age 0 to 40 years general 
experience in the preparation of lay- 
outs for Press and Merchandising 
advertisements from jnitial idea and 
visuals to the finished production, some 
marke:ing experence of branded pr 
ducts. Commencing salary £700 to £800 
per annum according to qual fications 
Non-contributory Pensions scheme after 
Qualifying serv ce Write, stating age 
education and experience 


to 
Box 3853 Ad. Weekly 180 Fleet St EC4 | 


} 


to CHA 8844 (Ex 25) 


PRODUCTION 


ASSISTANT. Vacancy 
exists in busy Publicity Department for 
man experienced in block orerias and 
general print production 

Box 3850 Ad. Week'y 180 Fleer ‘St EC4 


EXPERIENCED 


PRODUCTION 
MEN WANTED 


Expanding agency requires ex- 
perienced production men — 
able to handle in every detail a 
group of accounts—possibility of 
managerial position for right 
applicant— send record of ex- 
perience, age, salary, etc., to 


Box 3884 
Advertiser's Weekly 180 Fleet St ECG 


ADVERTISEMENT MANAGER wanted 


for technica! journal To an experi- 
enced man of high integrity and 
plenty of energy this opportunity offers 
tremendous scope Salary, commission 
one expenses are offered with guaran- 

-d four-figure minimum to commence 
Write full details, age experience, etc., 


Box 3866 Ad. Weckly 180 Flect St EC4 
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Fepruary 5, 1953 


CLASSIFIED ADVERTISEMENTS 


ADVERTISEMENT REPRESENTATIVE 
required by an established rade 
Journal. Salary and commission. Ex- 
cellent prospects for man of personality 
and initiative Write in confidence 
giving age and particulars of previous 
experience, if any Box GA 840, 4 
Salisbury Court, Fieet Street, E.C.4 


APPOINTMENTS VACANT 


GOOD ALL-ROUND ARTIST required 
Only experienced men need apply 
Box 3862 Ad. Weekly 150 Ficet St EC4 


Advertiser’s Weekly - 


PRODUCTION-LAYOUT 


First class Assistant required with sound experience 
of all forms of production and printing processes. 
Ability to create visuals and produce semi-finished 
layouts in black and white or colour. 
experience an additional asset. 
Salary £550—£600. 5 day week. Pension scheme. 
Please write giving fullest details of qualifications, 
experience and personal background. 


Box 3902 
180 Fleet Street ° 


Copywriting 
Age group 28-35. 


E.C.4 


AN EXECUTIVE POSITION vacant on 
the staff on well known Trade pubtica- 
tion. Successful applicant will work in 
close co-operation with Managing 
Director, with a view to taking control 
of Advertisement Department, Previous 
experience an advantage. Write stating 
age, ful! particulars of career, Strictes, 
onfidence will be observed. Box 
909. 139 Oxtord Street. W.1. 

REALLY KEEN WINDOW Dresser re- 
quired, Able to improvise as weil as 
use Sct units; mus! appreciate value ot 
records; able to drive car. Young man 
with experience who secks advance- 
ment in this field preferred Written 
applications stating wage expected to 
Publ city Superintendent, Victoria 
Coach Station, S.W.1 

ADVERTISING. — Progressive Company 
requires the services of a man who is 
experienced in compilation and produc 
tion of sales literature Preference will 


be given to candidates who are also able 
to prepare roughs and handle trade 
Press advertising through Agents 
Applications should be in writing, stat- 
ng age, experience and salary required 
to Director, Kwikform Ltd., Waterloo 
Road, Birmingham 25 


REPRESENTATIVE 


is required for Leading London 


Artist 


Agency and Studio. Applicants 
must have experience and preferably 
existing contacts with Art Directors of 
Advertising Agencies Picase write 
ful! details, giving guide to existing 
turnover and also anticipated § re- 
muneration, to the Sales Manager, 

Box 3885 


Advertiser's Weekly 180 Fleet St EC4 


ARTOUON FILM ANIMATING ARIIS!I 


require g.est class Jraughisman 

niy. preferably Cookham Trained, No 
beginners. Write Box 1054 c/o 7 Coptic 
Street, W.C.1 


ASSISTANT ADVERTISEMENT MAN- 


AGER required si by old-establ shed 
month!y business journal with S-figure 
ABC net sale. Exceptional opening for 
4 first-class space-salesman. Terms ac- 
cording to qualifications. Particulars of 
age, experience, clc., in strict confi 
dence 


ce to 
Box 3893 Ad. Weckly 180 Fleet St EC4 


STATISTICAL AND 
MAP DRAUGHTSMAN 


for London Weekly Periodical. 
Capable of preparing line and 
tint drawings to newspaper 
schedules and taking charge of 
small unit. Salary from £550. 
Details of training and experi- 
ence, together with specimens of 
work, to 


Box 3890 
Advertiser's Weekly 180 Fleet St EC4 


ABLE GIRL, preferably with apprecia- 
tion of design, required by London 
House to learn stenci] cutting and silk 
screen printing. Five day week. Con- 
genial conditions, Box 399, John Hart 
& Co., 38, Chancery Lane, W.C.2 


APPOINTMENTS WANTED 


SHORTHAND-TYPISTS, Private Secre- 
taries, Clerks, etc. If you are in urgent 
need of staff, contact Embassy Bureau, 
Excel House, Whitcombe Street, W.C.2. 
(WHltehall 5924). We specialise in 
efficient personnel. 

PRODUCTION = ASSISTANT, Adver- 
tising student with flair for visualising, 
ayout, copy of the uncommon varicty 
(specimens) secks opportunity to tain 
for executive post, 

Box 4673 Ad. Weekly 180 Fieet St BC4 

AD\ ERTISING MANAGER — SEEKS 
CHANGE, Agency trained, with exce!- 
lent all-round experience of al] aspects 
of Publicity, creative and administra- 
tive tor home and export advertising 
and sales promotion Thoroughly con 
versant with all types of printing dis- 
play and exhibition werk, market re- 
search, ete irst class references from 
leading national advertisers avai'abic 
Box 487 3 Ad Weekly 180 Fleet St EC4 

CREATIVE VISUALISER / LAYOUI 
ARTIST (age 36) secks progressive 
post preferably involving some respon- 
sibility, with agency or company doing 
own publicity Salary £600-£750. 

Box 3871 Ad. Weekly 180 Fleet St BC4 


WANTED -RESPONSIBILITY 
Young man aged 22, educated, goo 
ippearance, personality, two years’ 
hard space selling expefience, at pre- 
sent selling On national monthly, secks 
change of atmosprere. Will consider 
any post offering responsibility and 
scope for initiative. Excelient eefer- 
ences and results available. 


x 
Advertiser's Weekly 180 Fleet 6t EC4 


YOUNG LADY <secks position requiring 
tative MANCHESTER area. Know!l- 


ige of space buying, secretarial work, 

ck S_ years advertising experience 

Box 3872 Ad, Weekly 180 Fieet St BC4 
GIRL Art Student, 18 


re qu — trainee 


position in studio or agenc 
Box 3875 Ad. Weekly 180 Fleet St EC4 
GENERAL MANAGER (3°). recenily ce- 
signed from Book Publishing House, 
secks to specialise in advertising and 
public ty work "Phone HAMpstead 
$221 
IF YOU HAVE a vacancy for an out- 
of-the-rut visualiser who can sec the 


job through from 
specifying, write, 
R 3870 Ad. Weekly 180 Fleet St BC4 
SALES PROMOTION MANAGER (is) 
of large periodical and book group 
secks change Brilliant organiser 
Box 386% Ad. Weekly 180 Fleet St BC4 
VERSATELE ARTIST desires change. 
ung keen, ambitious Layouts 
typography, knowledge of printing and 
blockmaking Finished artwork with 
pen or brush 
Box 3869 Ad. Weekly 180 Fleet St BC4 


scamp to. type- 


APPOINTMENTS WAN 


COPY AND MAKELP CLERK 
position. Eight years’ 
known wecklics 
Box 3898 Ad. Weekly 180 Fleet St bC4 


BUSINESS MANAGER, experienced ad 


secks 
eaperionce we 


ministrator, accountant, organiser, nego 
liator; creative mind, secks post with 
scope 
Box 3899 Ad Weekly 180 Fleet St EC4 
POST with SOOPE _ required Dy 
visualliser-artist Exper aot London 
printers, publishers, pub/ici 
Box 3867 Ad. We ky 180 Fi tS: ECs 
GENERAL ARTIST -sechs change 
Llustration, still life, lettering, photo 
retouching. 7 years’ agency experience 
Box 3874 Ad. Weekly 180 Ficet St BC4 


Young Man, 25, with all round 

agency experience and creative 

ability, seeks post with prospect 
of advancement. 


Box 38686 
Advertiser's Weekly 180 Fleet St EC4 


ENERGETIC SPACE 
TION offered Trade Specialised, 
National periodica! or local newspaper 
First class experience 
Box 3897 Ad. Weekly 


REPRESENTA 


180 Fleet St EC4 


FREE LANCE SERYICES 


LETTERING ARTIST requires spar 
time firsi<lass reproduction work 
phone TUD. 9067 before 4.40 a.m. and 
5.30 to 7 pm 

COOKERY EXPERT specialising = in 
preparation of food for py nograp 
also in evolving new recipes tor food 
manutacturers can ‘ pt limited 
amount new work Writ 
Box 3876 Ad. Weckly 180 Flee: St EC 4 


FREE LANCE REPRESENTATIVE for 


provincial morning and ning news 

papers, to call upon holiday hotels and 

hoarding houses State territory now 

covered Generous commission 

Box 3877 Ad. Weekly 180 Ficet St LC4 
FREELANCE 3 sccks commissions or: 

agent General ilbustration 

Box 3878 Ad Weekly 180 Ficet St bC4 
SPACE SALESMAN, part tm ibera 

commission for monthly pu 11OnMs In 

dustrial towns (north of London) 

AP. Ltd, Sun Snueet Hitchin 

400) 

—a LETTERING etc. Geneva 

drawing so pack desigas Competent 

artist can undertake work demanding 

200d finish at reasonable charges 

Box 3900 Ad. Weekly 180 Fleet St BC4 


COMPETENT FIGURE AND LETTER 


ING ARTIST can now accept fece 

lance commissions 

Box 3879 Ad. Weekly 180 Fleet St EC4 
SERVICES of a good al!-round Commer 

cial Art Studio required for Direct Mai! 

Packaging and Display Materia Send 

details of facilities in writing to 

Box 3880 Ad. Weekly 180 1 tSte bc4 


ol TDOOR PUBL acer Advertiser 20 


years xpericnc sUministration 
prepa j undertake spar m Napcc 
tion work Car availab'c 
Box 3841 Ad) Weekly 180 Ficet St EC4 
FINE ART WORK 

Modernly equipped Midlands House 
offers excelent facilities for produc- 
tion of catalogues, house magazines, 
brochures and showcards to those to 
whom quality appeals Ful co 
ypcration at every stage 

Sales Director, 


Box 3888 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


PROVINCIAL AGENTS requiring 
London accommodation address of 
other services could share new accounts 
which overlap present business of long 
established advertising agency Apply 
Box 3901 Ad. Weekly 180 Fleet St BC4 

BALLOONS specially imprinted for al! 
advertising purposes, prices and samples 


on application, Surrey Rubber Co., Ltd 
(Dept. A.W). Ashtead, Surrey 
ADVERTISER desires purchase smal) 


recognised London Advertising Agency 
pesties’ ars in detail to 
Box %882 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


TO RENT £1 per week inclusive, desk 
by window and ielephone in L way well- 
int studio (Ad. Agency), Ap 
Box 3687 Ad. Weekly 180 Hicet St kee 


rOR UICK, slick artist. Desk, use of 
telephone, ctc., available in small Ad 
vertising Agency. No rent, some work 
guarantced. 
Box 3883 Ad. Weekly 180 Fleet St ba4 


SALES AND WANTS 


WO ADREMA MACHINES, 
WHB 2 R and HA 1, 
value to House Magazines with limited 
circulations. Nearest offer to £48. oF 
sold separate'y, Write Box 30, Aldridge 
Advertising, 1 Whtitefriars Street, 


models 
for sale or 


MAGAZINE for sale. West Country 
High class illustrated quarterly. Excel 
lent advertising contacts. Reply 
Box 3842 Ad. Weekly 180 Fleet St BC4 

ADDRESSOGRAPH FRAMES for saic 
34s 1,000; Cabinets 70s. cach MSS 
49 Tatterham Grove, Epsom. 

WANTED Gram Proyector second 
hand. Offers to Sawel! Publications Ltd., 
4 Ludgate Circus, E.C.4. CENwal 4353 


MISCELLANEOUS 


DEBTS collected throughout Britain. No 


result—no commission:—Brilegal (Es 
tablished 1919), 80 Leeds Road. 
Bradford 


PRINTERS 


OLD ESTABLISHED PRINTERS produc- 
ing good quality work are now able 
to accept the production of one or two 
periodicals or house magazines with a 
limited circulation. The service offered 
is reliable and the utmost co-operation 
will be given 
Box 3598 Ad. Weckly 180 Fleet St BC4 


MONTHLY MAGAZINES 


Weekly, monthly, quarterly magazines 
and catalogues well printed at 


prices 
you will be pleased to pay. Up-to-date 
type setting, high-speed automatics. 
Careful supervision. Ask for prices, 


SUTTONS Printers 
Paignton § Te/l. 5542 


OLD ESTABLISHED PRINTERS, pro 


ducing good quality periodicals, now 
have capacity for two or three more 
monthlies, Felix McGlennon Lid, City 
Garden Row, N.1. Clerkenwell 2764/6 
ADVANTAGEOUS TERMS for printin 
monthiy news sheets or amal!) weekly 
paper Broadsheet or folio Newar! 


Advertiser, 


Newark 


See January 22 issue of 
ADVERTISER'S WEEKLY, pages 
166-167 and 169 for the Adver 
tising Services & Supplies Sec- 


tion. February 19 will —— 
next issue containing these 

BUSINESS OPPORTUNITIES Services 
SHOW CARDS, CUT-OUTS See January 7 issue of 
ADVERTISING FOLDERS ADVERTISER'S WEEKLY, pages 
by photo-litho or letterpress (own 58 and 59 for the Monthly 


Photo-litho process plant) 
CARILLON PRESS LTD. 


Fine Colour Printers, Bournemouth 


Telephone: Boscombe i644‘ 
London Office: 98-100 Ficet Si. EC 4 
Phone: CENtra!l 1740 


Register of Trade and Specia 
list Publications Section. Feb 
ruary 12 will be the next issue 
containing this Register. 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


BUSINESS 


introduces 


. +. New-style 
Economic Service for Industry 


In April, BUSINESS, Journal of 


Management, begins publication of a 
bound-in economic supplement speci- 
ally devised and presented for policy- 
making executives. 


Entitled “Prospect” this new for- 


ward-looking editorial service will, 
month by month. 


Provide businessmen with the facts 
and figures essential for wise 
decisions on buying and selling and 
financing their business. 


Interpret these facts and figures, 
forecasting what may happen and 
what this will mean for the business 
director. 

Present these figures visually, in 
specially-prepared tables and charts, 
for easy and maximum use. 
Examine trends and openings for 
more trade in both home and 
export markets. 


“Prospect” will be part of 


BUSINESS, monthly sales of which 
are more than 12,500 A.B.C. 


“Prospect” will influence readers. 


it offers a valuable medium for banks. 
insurance and finance houses, pub- 
lishers appealing to the businessman, 
and all advertising and selling ser- 


vices. 


Write or ‘phone now for a 


specimen of BUSINESS and a dummy 
of the new supplement, to Advertise- 


Director, 180, Fleet Street, 


London, E.C.4. CHAncery 8844. 


BE FORWARD-LOOKING, TOO 


BOOK SPACE IN 


PROSPECT 


i. 


Published by the Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London. £.C 4. (Phone 


LHURSDAY, FEBRUARY 5, 1953 


— STOP PRESS — 


1.S.M.A. Luncheon 


P. L. STOBO SUGGESTS BRITISH 


AD. SPENDING TOO SMALL 


Britain is spending less, in rela- 
tion to the national income, on ad- 
vertising than she did in 1938 and 
than the United States is spending 
now, P. L. Stobo, a director of S. H. 
Benson Ltd., told the Incorporated 
Sales Managers’ Association yester- 
day (Wednesday). 

Mr. Stobo, whose subject was 
“The Trend of Modern Advertis- 
ing,” was deputising for Norman 
Moore, chairman of S. H. Benson 
Ltd., who was ill. 

“The U.S.A. is the country which, 
with all its advantages of raw 
material supply and horse power, 
or other unit of power measurement 
per worker, we are attempting to 
compete with in world markets,” he 
added. 

Advertising expenditure in 1938 in 
this country was £103 million or 2-2 
per cent compared with the national 
income; in 1950, £170-£185 million, 
or 1-5-1-7 per cent. In the U.S.A., 
expenditure in 1938 was 2-8 per cent 
and in 1950 2-4 per cent. 

The newsprint shortage during the 
war-time years had brought about 
a change in advertising technique 
that was having a profound eflect 
to-day, although bigger spaces were 
once more available. Another result 
had been to force advertisers into 
other media and therefore to con- 
sider their relative merits with more 
care than ever before. This had 
brought about a whole field of 
media measurement techniques. 

The third effect of shortage, allied 
to generally rising prices, was to 
make advertising more expensive, 
putting a greater premium on eflici- 
ency. 

Mr. Stobo concluded by backing 
the advertising man’s claim to have 
a say in the complete selling prob- 
lem. “The relation of advertising 
costs to all other overheads is an 
important one,” he said. “It is not 


| 


FLOOD DAMAGE 


(Continued from page 225) 
pulp, and finished paper were under 
water. 

It was impossible to estimate the 


| extent of the damage until the floods 


| stocks of 


| been 


had subsided and it was possible to 
enter the warehouses. Part of the 
finished paper would 
almost certainly be ruined, but it 
should be possible to salvage a 
large part of the stocks of pulp and 
coal. It was expected that arrange- 
ments for the temporary supply of 
pulp and coal by land would enable 
the mills to start production soon. 

Damage to stocks at Purfleet was 
expected to be very serious indeed 
said Mr. Bell. 

As late as Tuesday afternoon 
London Counties Newspapers had 
had no direct contact with their 
weekly “Sheerness Times.” But on 
Monday they heard by short wave 
radio that an electricity supply had 
been laid on and a news sheet had 
issued. Reprints necessary 
owing to demand. 

Late on Tuesday afternoon they 


heard from manager of “Sheerness 


idle curiosity that prompts the ad- | 
vertising man to ask for information 


about factory overheads, factory 
capacity, plant production, dealer 
margins, and all other figures which 
form part of the budget put before 
a sales manager.” 

He urged members of 1.8.M.A. to 
see that the fine efforts which sales 
managers and advertising people 
were making were not dissipated by 
lethargy and indifference in the 
shops. “Anything which can be 
done to reawaken an interest in, and 
belief in, selling will have a pro- 
found effect on the future economy 
of this country,” he said. 


New committee for Northern 
branch, Display Producers and Silk 
Screen Printers Association: H. K. 
Middleton (Middleton & Mellor 
Ltd.), F. Mellor (Middleton & 
Mellor Ltd.), J. M. Barrett (Barretis 
Manul acturers & Contractors 
Ltd.), R. V. Brown (Displad Ltd.), 
P. F. Farrer (Gordon's Publicity 
Ltd.), KR. Sutton (Herald Display & 
Exhibition Contractors Ltd.). 

Branch president, Winstan 
Gordon. 


“trish Hospital” a new monthly 
to be published by Parkside Press 
Lid., Dublin, in April. 


limes” who had travelled by lorry 
through shallower water to Minster 
in order to phone. 

He reported that the office had 
escaped flooding being situated on 
a 100 yard wide strip of higher 
ground running through the town's 
centre. 

He told head office that arrange- 
ments were going ahead for publish- 
ing the normal weekly edition as 
usual on Friday. Blocks were being 
made at Maidstone and shipped 
from Chatham. 


PRINTERS TRY 
TO STOP AD. 


“Daily Express” was late in ar- 
riving in many districts of London 
yesterday (Wednesday). 

Employees who are members of 
the National Society of Operative 
Printers and Assistants objected to 
advertisement appearing for the 
“Weekly News” a D. C. Thomson 
publication. 

Natsopa have been in dispute with 
fhomsons, 

Management declined to remove 
advertisement. Printing was not 
begun until more than an hour after 
normal press time. 

The Manchester and Glasgow 
offices of “Daily Express’ were not 
atlected. 

fF. W. Hooker a director and for 
40 years secretary of Gordon & 
Gotch Ltd. died Tuesday. He was 
76. Joined accounts department 
1904. Appointed director 1929. 
Memorial service February 10, 
Chorley Wood Parish Church, 
10 a.m. 


A nation-wide promotion for the 
autumn, “Royal Family Fashions” 

based on the appeal of Princess 
Anne and Prince Charles-is to be 
launched in the United States by the 
Wool Bureau Inc. 


Chancery 8844.) 


February 5, 1953. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment 
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